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Improves Inspection—The Bottle Master Carton 
Opener lets the inspector concentrate on checking 
for cartons needing replacement, broken glass and 
other foreign matter. 





Saves Time—Cartons flow as needed, either con- 
tinuous or stop-and-go. Machine sets up closed-end, 
lock-bottom cartons of any size or make. At top 
speed, on continuous flow, machine sets up cartons 
faster than 2 or more men can put them in cases. 
Releases manpower for more productive use. 


Saves Space—Occupies less floor space than one 
man setting up cartons manually. Machine is port- 
able, rolls on casters, plugs in anywhere. 

Saves Cartons—Cartons look better, make more 
round trips, because carton-mutilation is mini- 
mized, Cartons never touch the floor. 
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In just one year over 200 
bottlers, brewers and 
glass companies have 
bought the Bottle Master 
Carton Opener and 
proved that it cuts costs 
and improves inspection. 
Ask for the name of the 
user nearest you. 
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Yes! There is a Model 
for the 12-bottle carton. 















ATLANTA PAPER COMPANY 


Atlanta 2, Georgia 


Austin e Boston e Chicago e Denver e Indianapolis « Los Angeles 
New York e Richmond e St. Lovis e St. Paul e Salt Lake City 


In Canada: Packagemaster Ltd. Toronto 
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S IMPLY because our news sections have been 
as integral a part of N.B.G. as the very paper on 
which it is printed, we seldom mention them. 
Indeed, it was the industry’s need for a means 
of communication of news which prompted the 
establishment of this magazine in 1922 as the 
soft drink trade’s first journal. In 868 issues 
since then, we have covered the country digging 
up the news about bottlers, the supply companies, 
national developments in and out of the industry, 
the dozens of associations within and affiliated 
with it. We’re stressing this element of N.B.G. 
because this month’s news sections, including 
the last minute material which regularly appears 
in “Talk of the Trade” is not only interesting as 
usual, but important to the bottler who realizes 
the business benefit of keeping up-to-the-minute 


on what’s going on. 


There’s news even in some of the well-illus- 
trated articles; witness the story of the concep- 
tion and development of a new beverage which 
will bid for national distribution in the near fu- 
ture. There’s news too in the report of a mid-west 
State convention, among the last to be held this 
season. There’s news in the brief review of new 
carry-home carton developments, and in the 
stories about two new plants—a bottling plant 


and a new home for a franchise company. 


Nor is that all of the news in this issue. We 
tell you about several dozen new products and 
services for bottlers’ use which have popped up 
lately; among them, a device for the automatic 
vending of chilled six-bottle cartons. The activi- 
ties of over a hundred bottlers and supplymen 


are also reported. 


Want to know what’s going on? Read all about 





it “In This Issue.” 
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TALK OF 


1953 Volume Increase Shown By Industry 


A.B.C.B. has completed its 1953 study of soft 
drink sales, and announces that the overall increase 
was 4%, bringing the total volume to $1,177,852,000 
cases. Based on present population, it gives the 
industry a per capita figure of 177.5. 

Figuring 24 bottles to the case, 28,268,000,000 
bottles were produced, with an estimated value of 
$1,089,513,000. 


Price Developments 


Among areas affected by price increases during 
the last month is Milwaukee, Wisconsin, where 
several brands were raised from $1.10 to $1.20 a 
case, hiking the retail price to 37c to 40c on six 
packs and 7c to 8c on single bottle sales, all plus de- 
posit. Other bottlers in the city were watching the 
increase with interest for dealer and consumer re- 
action, with a view toward doing likewise. 

When in mid-March all the bottlers in the city of 
Baltimore raised their prices to 96c for splits, Coke 
was the only holdout at 80c. It has been learned 
and confirmed that effective July 1, Coca-Cola Bot- 
tling Co., managed by Charlie Gee, will raise its 
price to $1.00. The trade in the company’s market- 
ing area has already been advised, to allow for the 
changeover in the coin mechanisms (to 6c) of the 
many hundreds of vending machines sold and rented 
by the company. After the first of July, this move 
by the Coca-Cola Bottling Co. of Baltimore will 
leave but two of the approximately 35 company- 
owned operations still at the old 80c price—Boston, 
Massachusetts and Columbus, Ohio. There were no 
indications that Coke would change its prices in 
these two markets in the near future. 

The 80c price is disappearing in southern States 
with increasing rapidity. Late in April all bottlers 
in Natchez, Mississippi, raised prices to 96c, with 
a 50c deposit, followed on May 10 by all bottlers 
in Aberdeen, West Point, Houston, Starkville and 
Louisville, Mississippi. Ten bottlers are involved in 
the six cities in this price move. 








THE TRADE 


Exhibitors List For Exposition Growing; 
Canned and Dietetic Products 
to Be Permitted 


As of May 20, 178 supply firms, franchise com- 
panies and machinery manufacturers have con- 
tracted for space at the Philadelphia Exposition 
of the American Bottlers of Carbonated Beverages, 
November 15-18. At the recommendation of the Con- 
vention-Exposition committee, meeting with the 
Executive Board of the national association on May 
14, no restrictions will be made against the show- 
ing of canned products, companies sponsoring fran- 
chise canning operations or machinery or equip- 
ment used in the canning of soft drinks. The pro- 
hibition of last year against the showing of dietetic 
beverages or firms sponsoring them was rescinded. 
However, restrictions against cup vending machine 
equipment, now in its fifth year, was continued, and 
cup machines or fountain vending equipment will 
again not be permitted to be shown. 

An invited group of about 30 exhibitors inspected 
the facilities of the Philadelphia Convention Hall 
in May and were well pleased with what they saw. 
The city’s Convention Bureau and hotel association 
executives assured the industry that there would 
be no difficulty in housing visitors and delegates, 
with 4,000 rooms, representing 85% of available 
transient space, being reserved for the A.B.C.B. 
meeting. 


Blood Sugar Level Featured In 
Sugar Industry Ads 


The second wave of advertisements in the sugar 
industry’s new educational series broke in March 
in 39 big city newspapers from coast to coast. 
Asking the question, “Can you have your sugar 
and your waistline, too?” and answering it affirma- 
tively backed up by recent medical research find- 
ings, the new advertisements appeared in many of 
the national magazines blanketing the country. 

As in the first advertisements which appeared 
across the country last January, the new copy 





stressed the role of the blood sugar level in the 
healthy person’s weight-control system. 

These advertisements are part of the three-year 
advertising and public relations program being 
conducted by Sugar Information, Inc. 


Miami Probable Site of 1955 Convention 


Announcement has been made that the 1955 con- 
vention-exposition will probably be held in Miami, 
Florida, during the month of November. Cleveland, 
Ohio and New York City are under consideration 
for 1956. 


Coca-Cola Co. Reelects All Officers 


At a meeting of the Board of Directors of the 
Coca-Cola Company, held in New York City, May 
4, all the present officers were reelected. A dividend 
of $1 a share on common stock was voted payable 
July 1 to stockholders of record at the close of busi- 
ness June 14, 

Consolidated net profit of the company for the 
first quarter of 1954, after provisions for taxes and 
all other charges, was $3,744,429 or 88c a share, 
compared with net profit for the first quarter of 
1953, $4,552,785 or $1.06 a share. H. B. Nicholson, 
president, pointed out at the stockholders meeting in 
Wilmington, Delaware, that total volume, including 





It's as clear as crystal. 


Mother knows best 
about 

soft drinks 
in bottles 
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. ¢ \ - y 2) =: Y ES, every mother wants the best for her family. Whea it comes 
¥ | to food and dak she was the best for nutrition aad good 


health ..and for enjoyment, too 
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\ t | For example, she knows the hoes soft drinks always come in 

\ ¥ bores. She's been huyiag them for years and her refrigerator sparkles 
iI with frosty borties of well-kaown soft drinks 


Mother may mot know chat glass is a must in the chemical industry 
when absolute purity is paramount, or that glass is inert and will aot 
change the taste, but she does know... definitely... chat the finest 


soft drinks always come in bores 


CALIPORNIA-NEVADA MANUFACTURERS OF CARBONATED BEVERAGES 


COOPERATIVE ADVERTISING CAMPAIGN 
PROMOTES BOTTLES 


In a well-financed advertising campaign, the California- 
Nevada Manufacturers of Carbonated Beverages Associa- 
tion is preparing ads such as this to highlight the many 
advantages and virtues of buying soft drinks in bottles. 
This campaign is designed to offset the canned soft drink 
invasion of the West Coast. 





















foreign sales, in the first quarter of 1954 was well 
maintained. Sales in certain industrial areas in the 
United States dipped appreciably in January and 
February but began to assume normal levels toward 
the end of the quarter. 


Independent Bottlers Form Cooperative 


To Launch "Cue" In Quart Size Cans 

The first cooperative canning program involving 
independent bottlers was inaugurated on the East 
Coast last month. 

Organized as Can Beverages, Inc., with offices in 
New York City, the cooperative includes five bot- 
tler members who have joined to distribute a line 
of soft drink beverages in quart-size cans under 
_the trade name “Cue’’. Distribution is planned along 
the eastern seaboard from Maine to Richmond, Va., 
with marketing centers in Boston, Providence, Hart- 
ford, New Haven, Newark, Baltimore, Philadelphia, 
southern New Jersey and Washington. 

Current production schedules call for concentra- 
tion of production in a modern canning plant es- 
tablished in Newark, New Jersey. Four flavors 
grape, black cherry, root beer, and orange—are now 
being packaged in quart size cone-type cans. The 
smartly designed cans feature the name “Cue” with 
a matching color for each flavor for easy recogni- 
tion on dealer shelves. The cans are packed 12 to a 
‘arton, and cartons have been imprinted in color 
to permit their use in store and aisle displays. 

Of particular interest to bottlers is the coopera- 
tive program behind this venture which permits 
independent bottlers to distribute canned soft drinks 
without large capital investments in new production 
equipment. 

Franchises for the “Cue” line will probably be 





Can Beverages, Inc., a cooperative organization formed 
by five independent East Coast bottlers is marketing 
“Cue” in colorful quart cone-type cans. 





extended to the West Coast and Middle West at a 
future date, it is reported. (See detailed story on 
page 17.) 


On The Canning Front 


Activity with regard to the canning of soft drink 
continues without abatement, and in addition to 
several new developments in the United States, has 
been extended into Canada. (See item on page 61.) 

© The Mission line of canned non-carbonated 
drinks came East for the first time with the expan- 
sion of distribution into the Philadelphia area. In 
Philadelphia it will be handled by the Mission Dis- 
tributing Co., Inc., 1421 North Sydenham St. Prin- 
cipals in the company are Morris and Stan Levin. 
Orange, grape and lemon-lime are being put up in 
12-ounce flat top cans. The plant started operation 
on May 3. This is the second Mission operation— 
the first plant was established in the company’s 
home city of Los Angeles, last year, and a third 
is scheduled for the New York City area in the 
near future. 

® Also early in May, Dad’s Root Beer Co. of 
Chicago announced it was readying early introduc- 
tion of canned root beer using a 12-ounce flat top 
can. The beverage will be shipped from Dad’s Chi- 
“ago plant to franchised bottlers within a hundred 
mile area of the city; other arrangements will be 
made for the national distribution of the canned 
product. 

® Canada Dry made its first major market test 
of the can as a packaging medium, with introduc- 
tion of three of its beverages in the Philadelphia 
and Norristown areas during the week of May 10. 
The new campaign is the culmination of a lengthy 
period of laboratory research and preliminary mar- 
ket tests and the first actual distribution attempt 
was spurred by a heavy advertising program. 

The line consist of Canada Dry ginger ale, Spur 
Cola, and root beer, packaged in 12-ounce cone type 
cans, packed 24 to the carton. In its promotion, the 
company is stressing the quality of its product, 
pointing out that their apparent “lateness” is due 
to the fact that they have devoted many months to 
the problem of perfecting cans and canning pro- 
cedures, to the point where the canned beverages 
would be equal in quality and flavor to their bottled 
drinks. An innovation which will be sure to attract 
attention in the retailing field is the establishment 
of a higher margin profit for dealer, and a recom- 
mended retail price of 3 cans for 37c for the ginger 
ale, and 3 for 32c for the cola and root beer. Special 
display material has been developed to help mer- 
chandise and sell the canned soft drinks. Among 
them is a floor unit display occupying only two and 
one half square feet of floor space. 


An entirely separate sales organization has been 
set up, with offices apart from the Philadelphia 
plant, at 5673 Ogontz Avenue. The operation will 
be under the direction of Ray Davis. 

e The first reported marketing of Nehi bever- 
ages in cans occurred May 30, when Nehi Bever- 
ages, Billings, Montana, a division of Artificial Ice 
& Cold Storage Co., introduced the product into its 
trading area. W. S. Goan, president and general 
manager, is canning the full Nehi line and “Upper 
Ten” using 12-ounce flat top cans made by Pacific 
Can Co. It is understood that other Nehi bottlers 
may make arrangements to distribute the canned 
Nehi beverages in their franchise areas. 

@ May 18 was the kick-off date for heverage can- 
ning by Golden Age Bottling Co., Akron, Ohio, ac- 
cording to Julius Darsky, president of the firm. 
Orange, grape, root beer and cherry are being 
canned in 12-ounce flat tops under the “Golden Age” 
label. Distribution—even in the plant’s local area— 
will be through wholesale grocers only, at a deliv- 
ered wholesale price of $1.85 per case less cus- 
tomary discounts of 1%, ten days. The wholesale 
grocer is expected to sell to retail trade at about 
$1.95 or $2.00 and the 12-ounce cans will retail at 
10c each, 6 for 59c. 

While bottling continues at the Golden Age plant 
during daytime hours, cans will be packed on the 
night shift. Complete details in text and pictures, 
including plant layout plans, will be published in 
next month’s issue of N.B.G. 

@ Super Coola debuts its Florida plant on Friday, 
June 4, with a luncheon for Florida industrialists, 
civic leaders, Congressional representatives and the 
press, to be staged at Winterhaven, Florida. The 
plant is at Lake Alfred. The luncheon will be ad- 
dressed by Gen. James A. Van Fleet (ret.) now 
acting as President Eisenhower’s special envoy in 
the Far East, who is Chairman of the Board of 
Cantrell & Cochrane-Peninsula Corp. of Florida. 
General Van Fleet is making a special trip back to 
the United States to launch the new operation. The 
standard C&C line of five flavors will be packed in 
cone top cans. 

® The Pabst Brewing Co. of Chicago, thru its 
wholly-owned subsidiary, the Hoffman Beverage 
Company of Long Island City, will launch its ven- 
ture into canned soft drinks in the metropolitan 
area with distribution of its new canned “Tap-A- 
Cola to 35,000 distributors. National distribution 
is planned within a few months, and Harris Perl- 
stein, president, estimates that six new Pabst plants 
may be required for the new brancn of the com- 
pany’s business. 

Tap-A-Cola for the New York area will be pro- 





(Continued on Page 6) 
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Children as a group 
are among the major 
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consumers of soft 
drinks. These high- 
quality products are 
protected for their use 
by crown-sealed steril- 
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ized bottles—the time- 


tested package. 
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Soft Drink Technologists Hold First 
Annual Meeting 16 






When the bottling line runs trouble-free, pro- 
duction is increased, costs are lowered and 
uniformity of the beverage is assured. 


An Experiment in “Cooperative” Canning 17 






Trends in Cartons 20 






Uniformity is important also in the crowns 
you use. Consolidated crowns come down the 
chute without jams, and on the bottles, their Are You Fully Covered? 22 
controlled dimensions and fine cork inserts 









make flat goods practically impossible. That’s 








why John W. Showalter of Rochester Seven- Beverage Prices by States a4 
Up Bottling Co. (Minn.) can say: “We have 

used a number of different crowns and, with- Double Cola “At Home” in 

out hesitancy, I can say that we have the least Fine New Building 59 






trouble with the Lokrite crowns of any with 






which we have had experience. In every way 
they are uniform and have operated very Maintenance Practices 63 
satisfactorily in our crowner. We think very 


* 


highly of the quality of Lokrite crowns”. 







Forum at Minnesota Meeting Considers 
Three Topics 64 






From the first suggested sketch for your decoration, through on- 
time delivery of the finest-made crowns, Consolidated's entire 
organization is working for you to help you produce fine beverages, 
perfectly sealed. A letter or ‘phone call places us at your disposal. 
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The sparkling tang of tree-rip- < 


j¥ ened cherries gives to cherry 
drinks a zest and flavor all their 
own. The steadily growing popu- 
larity of these beverages finds a 
_ counterpart in the increasing 
_ preference for modern Glenshaw 
_ glass containers. 
For your beverage, too, you 
will find Glenshaw Bottles the 
most up-to-date method of pack- 
aging, protecting flavor and at- 
tracting consumer demand! 
J 


_ _GLENSHAW GLASS Co., INC. 


’ 


\ Glenshaw, Pa. 


\ 


y 
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duced at a new $3 million plant of the Hoffman 
Beverage Co. The parent company is also contem- 
plating building a canned soft drink plant in Mil- 
waukee, and other plants in Peoria, IIl., and Los 
Angeles. The drinks will be produced entirely by 
Pabst facilities, and no franchises will be handed 
out to other canneries. 

Mr. Perlstein estimated that the company to date 
has invested some $2 million in developing Tap-A- 
Cola. Both the regular version, which is made with 
pure cane sugar, and the sugar-free non-fattening 
drink, are packaged in 12-ounce flat-tep cans at the 
same price . . . two cans for a quarter, a four-can 
pack for 49 cents . .. and six cans for 73 cents. 


® The Mission Orange Bottling Co., 242 Lulu 
Street, Wichita, Kansas, is currently selling their 
line of soft drinks in cans as well as in bottles. 
Merchandising experts at the company anticipate 
that soft drinks in cans will be sold in increasing 
quantities. 


Announce Coumarin Has 
Toxic Properties 


Manufacturers of coumarin, according to a recent 
release issued by the National Manufacturers of 
Beverage Flavors covering an interpretation of the 
status of foods containing added coumarin, have 
reported pharmacological investigations showing 
that it has toxic properties. These manufacturers 
have informed the Food and Drug Administration 
that it will no longer be sold for food use. The Fed- 
eral Food, Drug and Cosmetic Act defines food as 
adulterated if it contains any added poisonous or 
deleterious substances not required in the produc- 
tion or avoidable in good manufacturing practice. 
Food containing coumarin added as such or as a 
constituent of tonka beans or tonka extract will be 
regarded as adulterated under the provisions of the 
law. This interpretation was issued pursuant to sec- 
tion 3 of the Administrative Procedure Act (60 
Stat. 237,238; 5 U.S.C. 1002.) 

The General Policy or Interpretation by the Food 
and Drug Administration is effective as of March 
4, 1954, prohibiting the use of coumarin in foods. 
A test pattern has also been established by the Food 
and Drug Administration wherein the use of this 
material in any food products can be easily ascer- 


tained. 
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Pepsi-Cola Distributors Contract 
Extended Five Years 


Voluntarily offered by the Pepsi-Cola Company, 
and promptly and gratefully accepted by members 
of the Pepsi-Cola Distributors Association, was a 
five year extension of the present contract for the 
exclusive distribution of Pepsi-Cola in the New 
York metropolitan area by the latter organization. 
The current contract still has two years to run and 
the extension brings the new termination date to 
April 1, 1961. 

All of the 90 members of the distributors’ or- 
ganization were present at a meeting on Friday, 
May 21, when the announcement was made jointly 
by the officers of the distributors association and 
officials of the Pepsi-Cola Company, who included 
Al Steele, President of the Pepsi-Cola Co., Herb 
Barnet, Executive Vice President, Emmett O’Con- 
nell, President of the Metropolitan Bottling Co. 
which operates all company-owned bottling plants 
and Phil Rubenstein, executive vice-president and 
general manager of Metropolitan Bottling. 

The spirit of harmony and singleness of purpose 
which characterizes the relationship between the 
Pepsi-Cola Company and its distributors is with- 
out parallel in the industry and was commented 
upon by the men mentioned in their brief talks. 
Ruby Pastor, president of the distributor’s group 
expressed the organization’s appreciation and prom- 
ised the same degree of cooperation and effort in 
the future that it has shown in the past. Members 
of the organization are wholly responsible for the 
sale and distribution of Pepsi-Cola in the metro- 
politan New York area, holding exclusive route 
rights. Their work is credited by the company as 
chiefly responsible for the steady increase in sales 


over the past few years. 


Footnotes 

The U. S. Department of Labor in its April 
“Hours and Earnings” report shows average weekly 
earnings in the soft drink industry in February 
as $59.57 as compared to $58.51 in January and 
$60.01 in December, 1953. Average weekly hours 
worked rose to 40.8 in February, as compared to 
39.8 in January, and 41.1 in December, and average 
hourly earnings decreased slightly to $1.46 from 
$1.47 in January... Scientists are planning an 
atomic bombardment of glass which they hope will 
solve the 5,000 year-old mystery of its structural 
make-up. Owens-Illinois Glass Co., Toledo, Ohio, has 
established a two-year fellowship at the Massa- 
chusetts Institute of Technology to carry on the 
research. The work will be done in one of the 
nuclear reactors at the Brookhaven, Long Island, 
laboratory of the Atomic Energy Commission. 
These experiments are part of a broad program 
of continued research into the structure of glass 
undertaken by Owens-Illinois . .. The National Saf- 
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CEM IS BUILT FOR YOU 


The flexibility of Cem Fillers certainly makes 
bottling more profitable. 

With Cem you can handle the entire range 
of bottle sizes from 6 oz. to 32 oz. Change- 
over is quick and easy by making a few simple 
adjustments and replacing spiders and guides. 
Cem’s exclusive easy fill-height adjustment 
saves time . . . eliminates headaches. 

Changing from one flavor to another is 
smooth and trouble-free, too. It can be accom- 
plished in a matter of minutes. 


CEM FILLERS 


4-20 e 6-28 e Super Cem 50 


Bottlers ihe world over have invested 


y 2000 CEM FILLERS 


f{|gvors eee 


Saving valuable production time on 
change-over is but one advantage Cem has 
to offer. Ask your Cem “Rep” to give you 
complete information about Cem Fillers . . . 
and don’t forget to have him tell you all 
about Cem “Built-in Expansion.” 


CROWN CORK & SEAL COMPANY, INC. 


Machine Sales Division 


Baltimore 3, Maryland 
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such approval must be earned 











ety Council has awarded its Public Interest Award 
to the Marion Coca-Cola Bottling Co., Marion, Ohio. 
The bottling company was cited by the Council for 
its exceptional service to safety in 1953, which 
included its purchase and distribution of metal 
signs for use by local schools. Signs are in the shape 
of a patrolman with an upraised arm and are placed 
in the middle of the street in front of schools warn- 
ing drivers to be extra careful. The bottling firm 
also worked with the Police Department on a bicycle 
safety campaign. 





NESBITT’S PRESIDENT MAKES HOLE-IN-ONE 





After thirty years of golf, B. R. Murphy, president of Nes- 
bitt’s, made his first hole in one. It all happened on the 
tough Oakmont Golf Course in Glendale, Calif. In answer- 
ing questions by sports writers, Mr. Murphy stated that 
he made his lucky shot with his “Lucky Seven” iron. 
Photo shows Mr. Murphy with his lucky club, actual ball 
used, and the honorary “Hole-in-One” certificate. 





An easy-to-build California wine cooler display like the 
one shown here has been known to double sales of both 
wines and soda during the hot summer months, as well 
as introduce the beverages to a host of new users for 
year-round profits. Free pennants, posters, newspaper ad 
mats and other sales-tested display materials are avail- 
able from the Wine Advisory Board, San Francisco 3, 
Calif. 
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B-1's Six Bottle Carton Vendor Is 


ho 





q x preparation for some time, but 
a well kept trade secret until its re- 


cent debut, a vending machine for 


chilled six-bottle cartons opens up an 
entirely new avenue of merchandising 
and distribution. The device makes 
possible for the first time the auto- 
matic sale of a multiple bottle unit 
of soft drinks. A logical evolution of 
the single bottle vendor, it is small 
enough to be used in retailing estab- 
lishments, but was primarily designed 
for outdoor locations such as service 
stations, roadside stands, outside of 
stores for “after hours” sales and 
other such applications. 

The unit, named the “Roadsider,” 
was developed by engineers of the B-1 
Beverage Co. of St. Louis, of which 
O. C. Thener is president. Presently, 
exclusive national sales rights are 
vested in the Meyer-Blanke Co. of St. 
Louis, who will offer it first to all B-1 
franchised bottlers. It will then be 
made available to all bottlers inter- 
ested in using it. Cost of the unit is 
$2,500, and Meyer-Blanke has an 18 
month deferred payment plan, includ- 
ing eight different types of insurance 
coverage, costing $18.75. 

This automatic vendor has a total 


Significant Merchandising Development 


OPEN FOR BUSINESS 
24 HOURS A DAY 


The B-1 “Roadsider” in ac- 
tion. Wherever they are 
placed, it is expected these 
units will have a great ef- 
fect on “impulse” buying of 
beverages. The lady cus- 
tomer indicates the dimen- 
sions of the new automatic 
carton dispenser. 


capacity of 195 six-bottle cartons, 115 
cartons in vending positions, 80 in 
pre-cooling storage. The machine is 
compact, reported sturdy, simple to 
operate. Customers need only deposit 
the local prevailing price in nickles, 
dimes and quarters, open the door and 
remove the carton. 

The process is one of mechanical 
simplicity, eliminating the possibility 
of bottles breaking or the machine 
jamming. Rows of pockets inside the 
machine are stocked with one carton 
of B-1 beverage in each pocket and 
electrically refrigerated at 36 degrees. 
The pockets are emptied in sequence, 
starting at the top and ending with 
the bottom row. A revolving turntable 
carries them gently to the proper dis- 
pensing door (there are four at differ- 
ent levels, one for each row) which 
opens for each removal. They are never 
subjected to a jerking or bouncing mo- 
tion, are never dropped. Although not 
part of the standard equipment, a 
National slug rejector that makes 
change can be purchased at a slight 
additional charge. 

The B-1 Beverage Company plans to 
offer its bottlers a choice of either re- 


turnable or throwaway bottles 
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REORDERS 


19 out of every 20 bottlers that try 
VEKO #2000 JUICE ORANGE 
BASE just once, reorder again and 
again. And, of course those reorders 
reflect the big job they are doing with 
this top-quality juice orange. 


VEKO #2000 0 
JUICE ORANGE BASE 


PACKED IN VACUUM CANS 








#2000 is packed in California using 
Valencia Oranges exclusively and has 
lots and lots of juice . . . It’s easy to use 
too . . . contains everything for the fin- 
ished drink . 
benzoate, separate color envelope. 


. sufficient citric acid, 


Because we are confident that if you use 
VEKO #2000 just once, you will use it 
regularly, we make this special— 







DOUBLE YOUR MONEY BACK OFFER. 


Try a gallon of VEKO #2000 
at the 3-case price of...... $4 00 
and if it fails to live up to 
our claims, we will refund 
double your purchase price. 


(We can supply you with 1 oz. or 2 oz. 
blenders to be used with #2000) 





v.2E. KOHNSTAMM, %«c. 


329 CANAL STREET ° 
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A COMPLETE LINE OF FLAVORS FOR EVERY NEED. 











the tir¢st 


BOTTLE WASHER «iti. 





ze] G Ror VF vale 
HYDRO-JETS 


Actually Foflow the Bottles 
CTV T-m Relate l-lamelaatloleliatem-Cailels 


CUSHION-SAFE 
ROTARY INFEED 


CUSHION-SAFE 
DISCHARGE 


Safest, Smoothest, 
Gentlest Bottle Handling 





RUBBER 
CENTERING CUPS 


Positive, Scratchless, 
Scuffless Centering 


CONTINUOUS MOTION 
CARRIER CHAIN 


Smooth, Uninterrupted Bottle 
Movement Saves Machine, 
Saves Bottles, Saves Power 


the @// NOW Hydro-Jet 
Superkleen Bottle Washers 


No other bottle washer can compare! 
Completely new—in design, performance and looks. 
Each bottle receives a series of powerful Hydro-Jet treatments — 
plus long caustic soaking. Every bottle clean, inside 

and out! The all-new LIQUID Superkleen is the most 
modern, most efficient bottle washer ever made! 


In 20, 24, 28 and 32-wide sizes for 1/2-pints and pints. 
In 20 and 24-wide sizes for quarts. 


\ 
4K 


For New Folder and Complete Information Write to 


THE LIQUID CARBONIC CORPORATION 


3100 South Kedzie Avenue ¢ Chicago 23, Illinois 



















NEWS PIX... 


MOST BOUNCE ON THE FLOAT 


i 











According to T. C. Parker Jr., president of the Pepsi-Cola 
Bottling Co., Tampa, Florida, greatest attention in that 
city’s Gasparilla parade was drawn to the Pepsi-Cola float 
pictured here, on which acrobats visualized plenty of 
“bounce” on a tightly stretched tarpaulin. 





SCIENTIFICALLY SPEAKING 





John Makay (in white jacket) chief chemist, B-1 Beverage 
Company, discusses the fortification of B-1 Lemon-Lime 
Soda with vitamin Bl, with a group of thirteen West Ger- 
man businessmen when they visited St. Louis on a recent 
trip. 





COAST TO COAST HANDSHAKE 





Morris Kirsch (center) president of Kirsch Beverages, Inc.. 
of Brooklyn, N. Y., makers of No-Cal beverages, shakes 
hands with Saul H. Meadows, president of the new No-Cal 
Bottling Co. of Southern California, Inc., after they signed 
contract for first No-Cal franchise to be given out by Kirsch. 
Jeremiah B. Bloom, counsel for Kirsch Beverages, looks on. 
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THE COVER PICTURE 


Comes June, and America goes out- 
doors. Vacations, tours, sports, hot 
summer days and warm nights pro- 
vide a sales climate which in three 
months accounts for nearly 40% of 
all beverage sales. So if the stunt of 
drinking a soda under water, as 
Florence McNabb is doing, is not 
typical of consumers, it is certainly 
illustrative. The beverage is Tru-Ade; 
the place, Weeki Wachee Springs. 
Florida. 
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editorial 








Let's Do Some Yelling of Our Own! 


@ onsIDERING the goings on these days, we'd say it’s high time to start 
plugging away on the prize-winning slogan—“Bottled Soft Drinks—Food For 
Thirst”. 


The “plugging” needs to be done by all hands if it is to be meaningful, 
if it is to make an effective impact on the public. This means organization and 
support of a national promotional campaign by the A.B.C.B., embracing the 
franchise companies, the prime supply houses, the State and local associations 
and individual bottlers. 


An indication of what is happening can be found in a current issue of 
“Life” magazine, which reaches over eleven million households. There’s a 
full page advertisement in color, telling the magazine’s readers in bold head- 
line that a certain soft drink powder will give them “8 glasses for 5c”. . 
another full-page by a citrus growers group that their products contain 
“natural juices and natural flavor” ... another advertisement that promotes 
tea “As America’s best, most inexpensive thirst-quencher”. 


By good stroke of fortune however, in this same issue there appears 
a colorful two-page spread by the Seven-Up Company, showing their bottled 
drink in a home setting . . . an attractive Nesbitt advertisement featuring a 
young girl enjoying a bottled orange drink . . . and a back-cover advertisement 
by the Coca-Cola Company. 


The question is:—must the promotion of this industry’s products, at a 
time when it is being bombarded and attacked by competition from all sides, 
depend on the hope that individual franchise companies will do the industry’s 
selling job? 


Until a better idea comes along, the promotion of the prize slogan best tells 
the industry’s story—and helps combat the many challenges (sometimes reck- 
less and malicious) by the fruit juice packers, the canners, the sugar-attackers, 
the dairy interests and those other groups who are currently sounding off 
against bottled soft drinks. 


It does us no good to know that we have the right product and the right 
answers to these attacks. We must tell the story to the public! 


Two years ago “National Bottlers’ Gazette” approached the major 
franchise and beverage companies with the suggestion that this or a 
similar slogan be cooperatively used in all industry advertising. The idea 
met with hearty approval and firm promises of cooperation, but it needs a point 
of focus in a working, coordinating agency. Logically, this is the national 
association. 


The time is getting short, very short. As we see it, the A.B.C.B. has no 
more important task now then to organize an industry-wide campaign and 
to get it before our vast public! 








BIRTH of a NEW BEVERAGE .. . 





Sor answering the phones,” roared Darsky. 
“You haven’t got enough of the stuff to smell, let 
alone sell!” That was just one moment during the 
week of March 28th in the offices of Get Up Bever- 
age Co. in Dayton, Ohio, where the ’phone call orig- 
inated, and the executive offices of Golden Age Bev- 
erage Co., in Akron, where it was answered. What 
was all the excitement about? It was the debut of 
“Get Up”, a new lemon-lime beverage in a 12-ounce 
bottle. 

Through the years since it was established in 
1914, Golden Age has grown to tremendous stature 
in Youngstown, Akron, Canton and Dayton, Ohio, 
areas, and in Houston, Texas. 

Julius Darsky took over the management in 1939, 
added Pepsi-Cola to the company’s private label line, 
eventually made Golden Age a household name in 
the Ohio countryside. 

But businessmen are always on the lookout for 
something new. At least energetic businessman 
Julius Darsky is. Through the years he continually 
peppered his Golden Age promotions with extensive 


newspaper, radio, and television commercials and 
programs; truck posters, billboards, painted walls, 
point-of-sale pieces, and other media to sell his com- 
pany’s many and varied soft drinks. 

The current project evolved more than a year ago. 
Darsky called his “boys” together. The group in- 
cluded himself, president of the Golden Age Akron, 
Youngstown and Dayton corporations; brother Joe 
Darsky, president of Golden Age Houston and vice 
president of Dayton; Mike Lucas, Darsky’s right- 
hand man, vice president and assistant general man- 
ager of the Akron operation; Herb Paige, vice presi- 
dent and general manager of production, Dayton; 
Robert Lockshin, vice president in charge of sales, 
Dayton corporation, and Bert Lockshin, vice presi- 
dent and general manager, Youngstown. 

“Men,” said Julius, “the big problem is, how do 
we increase volume in the beverage industry?” 
During the conversation that followed, many ideas 
were tossed out, kicked around, dropped as imprac- 
tical. Suggestions ranged from introducing a 
new flavor to new packaging, more and _ bet- 








ter advertising, sponsoring a new TV_ show. 

This led to an exchange of ideas on the popularity 
ratings of America’s leading soft drinks. What led 
the field? Cola drinks. Next? Lemon-lime bever- 
ages—and there was born the idea. 

Why not take a cue from this flavor’s popularity— 
its sales appeal—its sales opportunities? Someone 
said that most such drinks were sold only in small 
bottles .. . why not produce ’em in a big, two-glass 
bottle? 

“We already have the ‘up’ drink,” remarked Joe 
Darsky. 

“Selling it since ’32,” Lucas replied . 

’ Bert chimed in. 


, 


“But only in quarts and bar-size, 





. . . The story of the conception, development and introduction of 








FIRST—THE IDEA: More than a year ago, the executive 
group of Golden Age beverages, (1 to r) Herbert Paige: 
Robert Lockshin; Julius Darsky; Joseph Darsky and Bert 
Lockshin, got together to hash over the beverage industry. 
They wondered how to inject new life into the sales 
volume picture of their products. They settled on a new 
12 ounce lemon drink. 





A... 


MARKET SURVEYS proved the idea good. Phil DiNuoscio, 
Akron advertising agent recommended noted industrial 
design consultants Smith & Scherr to design the bottle. 
At a preliminary get-together, various bottle shapes, sizes, 
colors and labels are discussed between Julius Darsky. 
L. G. ‘Chris’ Chrisman of DiNuoscio Advertising, Sam 
Scherr and F. Eugene Smith. 





DESIGN IDEA GERMINATES as artist Al Musiychuk and 
design consultant F. Eugene Smith show bottle with spiral 
striping to advertising man Chrisman and Julius Darsky. 
In his hand, Darsky holds a paper-labeled bottle which 
might have been the final design had not Smith and 
Scherr come through with a suggestion to paint the diffi- 
cult circular striping on the bottles. 
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“From these facts, figures and fancies,” Darsky 
points out, “the idea evolved. We would develop an 
‘up’ drink in a 12-ounce bottle!” 

The first big problem was to develop the package 
for eye-appeal. An original suggestion for spiral 
striping was changed to horizontal striping, only to 
run into severe production problems for the glass 
maker. It was finally solved. 

Meantime, conference after conference was held 
from one corner of the country to another—with 
contractors who eventually supplied all the mar- 
keting materials for “Get Up”. General Motors sup- 
plied a fleet of Chevrolet trucks to deliver Darsky’s 
new product. These were prettied up with the dis- 
tinctive green, yellow and white color scheme of 
“Get Up”. 

The Devers Body Co. of Dayton, Ohio, built a 
complete fleet of special truck bodies required for 
the handling of the new soft drink. 

Glenshaw Glass Co. of Glenshaw, Pa., received 
contracts for green glass containers in varied sizes. 

Gideon Anderson Lumber Co., Gideon, Mo., man- 
ufactured the wood delivery cases. 

Crowns came from Crown Cork & Seal Co. of 
Baltimore. 

Atlanta Paper Co. of Georgia, printed and manu- 
factured the cardboard 6-bottle carry-out carton. 
In addition, the Darsky-devised pallet system of 
beverage loading (described in Oct. 1953 issue, 
N.B.G.) was revised for the addition of the new 
drink. 

At this point began the big introductory adver- 
tising campaign. Weeks had been spent in mapping 
out the advertising schedule, in designing brilliant 
yellow, white and green point-of-sale pieces. Heavy 


cardboard store display posters were made. Diminu- 
tive tabletop ‘tents’ for bar and hotel publicity were 
designed, printed, and die cut. 

A series of witty teaser ads began grooming the 
public—via newspaper—for the new drink. One car- 
toon-style teaser portrayed a bridegroom-to-be rac- 
ing away from the altar “to get ‘Get Up’!” Radio 
and television commercials completed the ‘soften- 
ing up’ phase. 

Sunday, March 28th, the sales push-off campaign 
was preceded by a sales meeting of the Get Up 
executive group and sales force at the Miami Hotel 
in Dayton. The product’s national distribution was 
also discussed. 

G-Day was the 29th, and “Get Up” boomed on 
the Dayton skyline with unprecedented fanfare— 
and undreamed-of success. A full page news-style 
ad appeared in the Dayton Daily News, screaming 
the premiere of the new beverage. Radio and tele- 
vision proclaimed Get Up day, too. 

“Get Up” salesmen were out in force—among 
them Mrs. Ruth Fink, only woman on the Get Up 
sales staff. 

Chain stores, big retailers, small neighborhood 
stores—any place that had the slightest reason or 
excuse to sell soft drinks—learned about “Get Up”. 
Cooperation was obtained from the Liberal Markets, 
Kroger’s, Gershow’s, A. & P., Albers national and 
local supermarkets, Gallaher Drug Company’s entire 
Dayton area chain, and scores of independent stores. 

The new drink caught on quickly. During the 
ensuing few days over a million bottles of the prod- 
uct made happy cash register music around the 
city. Within 10 days after it was on the streets, 
95% distribution had been achieved for the “home 





Seven new trucks with special Devers truck bodies will 
move the new product into the Get Up marketing area. 
The trucks are gaily decorated in the three-color color 
scheme devised for the drink—a color scheme used through- 
out the entire advertising and promotional program. 


package,” and acceptance on the consumer level 
was remarkable, proved by repeat sales. 

“We knew we had something,” beamed Darsky. 
“We didn’t know it would be anything like this. 
It’s terrific!” 

Brother Joe hopped the first plane back to Hous- 
ton, abuzz with big plans for the introduction of 
“Get Up” in his market area. Within 6 weeks after 
the Dayton debut, the new beverage was pouring 
off the production lines. In Houston, still basically 
an 80c market, with but two exceptions, the price 
of 1.12c set a new high but proved no obstacle. It 
retails 6 for 35c. 

After the premiere in Dayton, “Get Up” has 
since made other debuts in Piqua, Sidney, and Cin- 
cinnati, Ohio—Beaumont, Texas, and, soon in 
Youngstown, Ohio. With a plan for franchising of 
the new beverage soon to be announced, eventual 


nationwide distribution is predicted. 








- « « @ new lemon drink, in a specially designed 12 ounce bottle... . 
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“IMPOSSIBLE,” reported a number of bottle manufacturers 
when Darsky showed them his unusual bottle design. 
Darsky found the company that could do the ‘impossible’ 
—Glenshaw Glass Co. of Glenshaw, Pa. Robert Kay, Glen- 
shaw representative, dubiously examined the intricate 
Get Up bottle design. “We'll try.” was Kay's reaction, 
“but it’s a tough problem... .” 


NEXT—PRODUCTION AND SALES CAMPAIGN. Company 
members discuss plans for a huge splash opening of 
the Get Up sales campaign in Dayton, Ohio. (L to r) Herb 
Paige, Julius Darsky, Joseph Darsky, Bob Lockshin and 
Bert Lockshin, examine poster, cartons, case, quarts and 
12-ounce Get Up bottles, to be used as display items. 


EFFECTIVE USE OF POINT-OF-SALE materials is ex- 
plained to the Get Up sales crew by president Julius 
Darsky. The salesmen—Max Carr, Darsky, Roy Rechedy, 
Lucas, Bill Enderlein, Jacob Seibel and john Frangos. 
Enderlein subsequently received a gold watch for top- 
ping sales in the Dayton debut of Get Up. 











New Plant in Charlotte 


Canada Dry occupies new brick drive - through 





building in outlying area without traffic problems 





Sparkling modern exterior of new red brick Canada Dry plant in Char- 
lotte, N. C., has a total of 85 foot street frontage. The left window is Mr. 
Woodson’s private office. The truck driveway is at the right of the 
office entrance. 


DW we Wesley S. Woodson bought the Charlotte, 
North Carolina Canada Dry plant from the parent 
company several years ago, he inherited a location 
which had become so built up that jockeying the 
trucks each morning was an intensive headache. 
A new plant and a better location were definitely 
indicated. These were accomplished in November, 
1953, just in time for the holiday rush which 
Canada Dry enjoys in this area. 

The new building pictured here is of brick con- 
struction with a steel truss roof. Located at 300 




























The bottling room glistens with new equipment added 
when the plant was moved. Meyer Dumore washer at 
the left. 
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East 36th Street at the north end of Charlotte, it 
is far removed from traffic congestion, yet is easily 
accessible to all parts of the city. Even if the new 
neighborhood should become completely built up, 
that will not bother Woodson 
is of drive-through design and a dozen trucks can 


for the new plant 


load and unload simultaneously inside the building. 

The building contains some 11,000 square feet, 
ample for years of expansion and growth. The main 
portion is 73 feet wide by 128 feet deep, with an 
extended ell at the front to house the air conditioned 
offices. 

Bottling room equipment includes a new Carbo- 
Cooler and a Cem mixer. The 20-spout Cem replaces 
the former 12-spout filler. 

The syrup room is at ground level, with pumping 
system. This is one of the few Canada Dry plants 
which uses a dry powder base and makes its own 
syrup — at substantia! economy in storage space and 
transportation costs. 

The large warehouse area is uninterrupted by 
columns or pillars. Trucks may drive in the front 
and stop at any convenient spot for loading or 
unloading; then continue out the back door in a 
straight line. The rear truck doors are 14 feet wide 
to permit trailer shipments to be backed in. 

Some four years ago, Canada Dry splits went to 
a 96-cent price while other Charlotte bottlers stayed 
at the 80-cent level. The immediate result was that 
all cooler accounts immediately discontinued Canada 
Dry and the brand does not appear in any vendors 
or coolers in the area. 


sales were not affected notice- 





However, carton 









ably, and have continued to increase ever since, 


despite the price differential. Quarts are being sold 
at $1.60. 

Mr. Woodson also operates a Coca-Cola plant 
in Altoona, Pa. Plant manager at Charlotte is 
Lenny S. Purser. 


W. S. WOODSON, 
PRESIDENT 
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New Delegate 

John T. Pierson, president of The 
Vendo Company, will be a delegate 
to the Western European Regional 
Conference May 16-22 and the Sec- 
ond International Conference of 
Manufacturers to be held in Paris, 
May 23-25. The meetings will fea- 
ture programs designed to effect a 
better understanding among indus- 
trialists from the United States and 
delegates from the European coun- 
tries. 


Testimonial to Radio Advertising 

Testimonials to the effectiveness 
of radio advertising will be given 
to A. H. Caperton, advertising man- 
ager, The Dr. Pepper Co., Dallas, 
Texas, at the NARTB convention to 
be held in Chicago. Mr. Caperton 
has had wide experience in mer- 
chandising and _ research before 
joining Dr. Pepper in 1938, where 
he worked four years in sales and 
research. He was. named advertising 
manager of the company in 1938 
and has directed successful adver- 
tising campaigns in the company’s 
40-state distribution area. 


Political Candidate 

Phil Chain, manager of Chain 
Tropical Beverages in Burbank, 
California, has made known his can- 
didacy in the local primary elections 
as a Democratic candidate for the 
42nd assembly district. He is advo- 
cating a higher standard of living 
for families in his district and pro- 
moting his sincere interest in the 
welfare and problems of the general 
public. 


Elected 

George J. Kennedy has been 
elected to the board of directors of 
the Puritan Bottling Company, 
Hoboken. The company has also an- 
nounced Kennedy’s appointment as 
sales manager. Mr. Kennedy said he 
plans to speed up the Puritan Bev- 
erage’s sales with point-of-purchase 
advertising and extensive newspa- 
per and outdoor follow-up. 


Ad Club Speaker 

Election of new officers and a talk 
by Ralph L. Linfoot, manager of the 
Wilmington region, Thomas Divi- 
sion, Coca-Cola Bottling Co. high- 
lighted the meeting of the Lynch- 
burg Advertising and Sales Club. 
Mr. Linfoot spoke on “Sales Tech- 
niques As We See Them”. 

















would you use a tooth brush to paint a wall? 
of course not! you would use a brush designed for the job! 












































now offers you the brush designed specifically 
for cleaning your 


HORIZONTAL DRY-ICE CONVERTERS 


Our #8 Black Volckon Converter Tube Brush is the ONLY brush ever manufactured, for 
cleaning the interiors of Dry-lce Converters that will do a thorough job. The brush is manufactured 
on an aluminum frame and filled with extra stiff Genuine DuPont Black "TYNEX" Nylon. The diameter 
of the brush is made to fit the tube so that a perfect cleaning job is assured. The head of the brush 
is constructed so that it will thoroughly clean the dome on the far end of your converter tube. The 
brush may be used in conjunction with various cleaning agents without any deterioration to the Nylon 
or the Brush Frame whatsoever. The brush assembly is equipped with water holes so that the brush 
can be used in connection with a water hose. This insures a positive supply of water at the point of 
brushing at all times. When ordering, advise the capacity of converter in use and we will supply 
correct length pipe handle. 


The entire unit complete with 20' of aluminum pipe handle (aluminum handle comes in 4' Sec- 
tions) weighs only 10!/2 lbs. which makes it possible for one man to handle it with ease! 







VOLCKENING, Tx fel ie Bidebas for the 


6700 Third Ave., Brooklyn, N. Y. Beverage Industry Since 1897 
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SUMMERTIME rowball PROMOTION 
FINEST IN THE FIELD 









Focal point of promotion is the appealing, 
flat backed, dimensional front Snow 
Man; carries Kleen- Stik on back to attach 
to bar mirrors (Package Stores display on 
refrigerators, doors, cash registers). 












Fulland halfsnowballs carry 
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used by the bars. Used as premiums in pack- 
age stores. 















—— 

The big card for window 
and floor displays is also 
made in smaller sizes for 
back bars, counters. 


The Snow Man in action on skis is 
both a bottle rider and table-tent. 
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All the industry has acclaimed 
the Squirt “Snowball” 
promotion the finest 


in the field. 


This summertime drink of “Squirt and Gin” 
featured throughout the country by Squirt bottlers 
has been fantastically successful; it’s a wonderful 
new account “opener”. . . it holds increased 

Squirt volume and stimulates liquor 

sales in the outlet. 

In St. Louis, Mo., as an example, the Franchise 
was opened with a drive for “On-Sale” outlets 
which resulted in over 1,000 accounts in a six weeks’ 
program. Today, virtually every “On-Sale” 

outlet features the “Snowball” 

during the summer months. 

Such brilliant promotions as this in the “mixer” 
field ... and equally successful merchandising of 
Squirt as the One soft drink with “Never An 
After-Thirst,” are reasons why Squirt and its 


bottlers are moving to the top in the soft drink field. 


Why not find out about the 
Squirt Franchise in your territory. 


Write today! 


THE SQUIRT COMPANY 
202 South Hamilton Drive 


Beverly Hills, California 





Copyright 1954, The Squirt Company 





Soft Drink Technologists 
Hold First Annual Meeting 





OFFICERS 


Left to right, seated: H. E. Korab, Secretary-Treasurer: 


| B. C. Cole, Second Vice President; S. J. Gullo, President: 


J. M. Sharf, First Vice President. Standing: Pennill Martin. 


| W. C. Cooper, B. H. Wells, Archie Ladewig, and J. F. Hale. 








W um seventy of its ninety-four members present, 
the Society of Soft Drink Technologists held its 
first annual meeting in Washington, D. C., April 
29-30. This was the first full scale gathering ever 
held of many of the industry’s and allied trades’ 
most informed technical men, and it set in motion 
at least a dozen researches and investigations into 
technical questions covering the ingredients, the 
bottling, processing and handling of soft drinks. 
During the conference members heard Dr. L. M. 
Beachman, Div. of Foods, U. S. Foods & Drug 
Administration, discuss functions of Food & Drug 
Administration with regard to the soft drink in- 
dustry. Dr. Beacham mentioned that a release would 
be forthcoming soon restricting the use of colors 


| Orange No. 1 and 2, and Red No. 32—in food prod- 


ucts. Other colors as well as various flavoring in- 
gredients are being studied and reports on these 
will be released sometime in the near future. 

“Bottle Washing Compounds” were discussed by 
J. P. Greze, Oakite Products, Inc.; B. B. Button, 
Jr., The Diversey Corp.; R. L. Reynolds, Solvay 
Process Div., Allied Chemical & Dye Corp.; E. A. 
Robinson, Diamond Alkaii Co.; L. H. Minor, Wyan- 
dotte Chemicals Corp.; C. M. Moore, Cowles Chemi- 
cal Co.; R. B. Barrett, Klenzace Products, Inc.; 
and Ralph Carr, Mathieson Chemical Corp. 

The society elected three members to serve on 
the Board of Directors. New Board members elected 
were: B. C. Cole, Seven-Up Company; Archie Lade- 
wig, Archie Ladewig Co.; and Bert H. Wells, The 
Coca-Cola Company. 

The Board of Directors in turn elected S. J. Gullo, 
Pepsi-Cola Company, as President. Dr. John M. 
Sharf, Armstrong Cork Co., was re-elected as First 
Vice President; and Dr. B. C. Cole, as second Vice 
president. 
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An Experiment In 


“Cooperative 
Canning... 





by Edgar Kohnstamm, President 
V. & E. Kohnstamm, Inc. 
New York City 


The “inside story" of the first co- 
operative canning venture started by 
five independent bottlers .. . Head of 
well-known flavor house describes the 
research and investigation that pre- 
ceded introduction of canned line. 


q MAY be of interest to others in the soft drink 
industry to recount briefly my experiences with a 
group of progressive independent bottlers. Rather 
than have people from other fields produce bever- 
ages in cans which would compete with their es- 
tablished bottle business, they decided that they 
would go into “competition with themselves”’. 

Their first concern was the keeping quality of 
beverages in cans for, contrary to other can opera- 
tions, these manufacturers had their good will and 
reputation to uphold. A bad beverage in cans would 
mean loss of their regular business. Since V. & E. 
Kohnstamm, Inc. has been doing considerable re- 
search in quality control and was known to these 
bottlers, they called upon us to work with them in 
establishing standards for their operations. 

Our first question was—whether to use a plastic- 
lined can or a wax-lined can? The wax-lined can 
was finally chosen and a quart-size can was the 
package that was decided upon as a starter. The 
main reason for the quart was that it was more in 
keeping with the size package that the members of 
this group had been merchandising over the years 
in bottles. Also, they would have the additional ad- 
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DELIVERIES STEPPED UP 


By modernizing their delivery fleet 
with the new low-bed WHITE 3000, 
Tampa Coca-Cola Bottling Co., Tampa, 
Fla., added new efficiency, time and 
cost savings to their operations. 

Delivery truck case capacity was 
boosted from 170 cases to 228 and 
312—two size White trucks for var- 
ious route demands. 

More deliveries—plus driving ease, 
maneuverability, maintenance savings, 
and great advertising value—with the 
modern White 3000. 

Get the facts about how you can re- 
duce delivery costs in your business 
with White. 


FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS 


: ~ 


Hella 


Report from James W. Warren, General Manager, 
TAMPA COCA-COLA BOTTLING CO., Tampa, Florida 
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THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


















vantage of being the first quart can operation on 
the market. 


We put our staff to work at once on the four 
flavors that we were told were of prime interest— 
orange, grape, black cherry and root beer. After a 
series of tests and “trial runs”, we found out that 
a juice orange held up better than an emulsion; a 
special grape which leaned towards the true fruit 
had better keeping qualities than those grapes made 
of synthetics; true fruit black cherry was tried from 
the start and accepted; and root beer, we discov- 
ered, had to be on the creamy side for best results. 


The cans were incubated in our laboratory oven 
so as to simulate beverages kept on shelves for a 
long time; they were cut open and the linings care- 
fully examined for flavor penetration. Everyone in 
our laboratory went around for weeks chewing on 
the wax lining after the products had been canned. 
The object of the chewing was to find out whether, 
after we poured the beverages out of the cans and 
then washed the cans thoroughly with water, the 
wax retained any of the original flavor. The .wax 
was also tested for metal pickup. 

More experiments were run on dented cans 
would the liner break loose,-the seams split, or the 
pressure build up inside the can and force the crown 
or the seams to leak? We found that beverages car- 
bonated over three and a quarter volumes had a 
higher percentage of leakers than those beverages 
requiring lower carbonation. A can dropped exactly 
on the top edge of the crown will invariably leak. 
If dropped on any other part, however, it will hold 
very well. Moreover, we found there would be no 
great explosion if dropped on the crown edge; just 
a squirting which could be controlled from spraying 
by just holding the hand over the break. 

After many months of this kind of experiment- 
ing, we felt that we had come up with the right 
answers and that the products developed would have 
the necessary keeping qualities and the taste would 
be favorably voted upon by the group of bottlers. 
We were right in our thoughts and were about to 
rest on our laurels when we were told that our job 
had only just begun! Our technical services were 
expected to carry on and to help lick manufacturing 
problems as they came up, the same as we had done 
in the past for many of our regular bottler cus- 
tomers. 

The group decided to have one plant, near enough 
to the source of the can supply (in order to cut 
the freight charge to a minimum) to do the can- 
ning for the entire group. This meant that the plant 
chosen would have to go into the installation of new 
machinery that would work in conjunction with the 
machinery that they already had. Caution was nec- 
essary in seeing that the bottlers’ regular and suc- 
cessful operations would not suffer in any way. The 
work was carefully planned on paper, the equipment 
obtained, and installations were made after regular 
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GRAND PRIZE 


Two beautiful Sport Cars... 
one for the winning NuGrape 
Bottler, one for the winning 
SunCrest Bottler! 





These great promotions are typical of 
the wholehearted backing continually 


offered NuGrape and SunCrest Bottlers ! 
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working hours and over week-ends. Jack Kessler, 
whose plant was being used, was most ingenious 
in adapting his equipment (Mr. Kessler is presi- 


q ; . 
dent of The Crescent Beverage Company, as well 
as treasurer of the New Jersey Bottlers of Car- 
ERSTE, EOS NAOT 









bonated Beverages). I’m sure that he now walks 
into his plant with cotton in his ears. The cans are 
conveyed up high and come rolling down to his fill- 
ing equipment by gravity and sure resound on the 
way down. It is important that they be handled 
very gently for they are light as a feather when 
empty and will crease at the slightest jam. 












Everything is now set and the members have 
started marketing their product along the eastern 
seaboard. The choice of a single name, “Cue”, 


a a 4 
should certainly help them in jointly purchasing 
fi | all tic 3-Phase Promotion advertising media. I am sure that there will be 
9 other.groups such as this one springing up all over 
the country, for the large investment in cans and 


equipment can be divided so that it will not be exces- 

OF T| fa & al) Un res sive to any one individual. It is most important 

that volume be maintained as production costs must 

be kept at a minimum due to the high expense of 

J J | A f Se tember the cans themselves. Here again the group idea 

une, U y, ugUS y 1p) proves its worth for when one market is slack, one 

of the others could forge ahead, thus keeping an 
even production schedule. 






























There seems to be room and need for cans as 
PHASE © cai are) s =Yeostil =) a well as bottles, and bottles as well as cans. It seems 
to us at this point that there is no reason why 


bottlers cannot also become canners or can dis- 
2 GRAND PRIZES One for NuGrape, one for SunCrest tributors. We hope to have the complete answer 
Bottlers! Plus 12 prize trips. soon that will enable those who want to “can bev- 


erages” in a modest way, providing the can com- 
panies make more cans available to this industry. 

If bottlers do not go into canning as well as bot- 
dP ) For Route Salesmen tling, there is always the possibility that outsiders 
will enter this market. I feel that at the moment 
the bottlers have the advantage of experience in the 








14 FREE TRIPS TO WORLD SERIES! 


Plus hundreds of valuable prize incentives! 


production and distribution of beverages and con- 
sumer contacts and that if they join together in this 
broader outlook in beverage marketing, the industry 
will make greater strides than ever before in its 
history. 
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Low-Calorie Caramels 
6 GREAT CONSUMER CONTESTS! 
480 big prizes for NuGrape 
480 big prizes for SunCrest 


The E. Berghausen Chemical Co., Cincinnati, 
Ohio, has made known the production and distribu- 
tion of a Low-Calorie Acid-Proof Caramel which 
contains approximately 82.6 Calories per ounce 
(volume). In using Low-Calorie Caramel, because 


; , —. 
a pafle Bote y prays rae 
Me: = 2 of its higher tinctorial strength, only one (1) ounce 
iene : ry) ‘= (volume) would be used in a gallon of bottling syrup. 
4 a Conf” card poh? 
’ ) Se <a> 





Also announced is a Powdered Low-Calorie Acid- 





- Proof Caramel which contains approximately 126 
. l 's 4 ‘ ; p as , ‘ . 
™ GerG bf Calories per ounce (weight). Since this Caramel is 
ftlaw©’ ‘S 


approximately four times as strong as the Regular 
Caramel, 0.7 ounces (weight) is used per gallon of 





bottling syrup. 
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because the whole family 
likes drinks made from 





(IMITATION) 


Your customers will like this rich 
natural flavor. Bottlers everywhere 
have found this 4-0z. Twitchell num- 
ber a very profitable one. 





We have to call it an imitation although 
it is made from a real wine base. 


Send for free sample, or order a trial 
gallon. 








CRESTMONT AND HADDON AVES. + CAMDEN 4, N.J. 
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New Trends In Cartons... 


We carry-home carton sale is the target of bot- 
tlers’ sales campaigns from coast to coast. It has 
already been zeroed in by the guns of the parent 
companies, who recognize it as the logical weapon 
for their assault on the relatively untouched take- 
home market. 

With all this activity, the six, twelve and twenty- 
four bottle returnable cartons have been modified 
in design in order to make the most attractive pack- 
age possible. New trends in the beverage industry 
have seen the introduction of a one-trip carton, the 
two and three quart packages, and a tremendous 
promotion of the twelve bottle carton. All these will 
be competing in 1954 for the consumers’ attention, 
and the concentration being given now to the mul- 
tiple unit pack will result in extra bottle sales. 


With the advent of large retail grocery outlets, 





by ROBT. M. O’HARA, Manager 


Bottle Master Division 
Atlanta Paper Co. 


the picture began to change. Bottlers with vision 


realized that the carton could provide the tool for 


solving one of their major problems—how to get 
their beverages into the homes. Carton designs, 
which had been given little attention, were now 
studied carefully and surveys were made as to 
what would appeal most to the public. 

The success of the returnable six bottle carton 
heralded new packaging trends for the bottler’s 
other products. The quart bottle—in many cases an 
important factor in his overall sales—had cartons 
designed for it in two and three multiple units and 
the public quickly accepted a new carrier again, re- 
sulting in increased sales. The quart carton, being 
compact and easily handled, was promoted in out- 
lets which had hardly been touched previously. It 
provided the answer to the most important sales 
factor of all—availability. 

Providing a bridge between the six and twenty- 
four, the twelve bottle carton, which was originally 
introduced in Texas, can now be found in markets 
from coast to coast, either as a companion for the 
six, or as the bottler’s only package. It has already 
proved its worth by not replacing six bottle sales, 
but by giving the bottler a plus business. As with 
any consumable product, the more available—the 
more used—and six additional bottles in the house- 
hold means higher per capitas. 

Along the same lines, other bottlers centered 
their promotions on the twenty-four bottle carton, 
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termed in the industry as Family Pak. Attractively 
designed, light in weight, and with a handle for easy 
carrying, Family Pak sales proved extremely suc- 
cessful in many markets. At filling stations and 
other outdoor outlets, sales were stepped up and 
to hear of hundred-case displays in such outlets in 
the Midwest is no longer startling. Family Pak 
joined the other packages in the bottlers’ arsenal 
of sales weapons. 

One of the most recent developments has been the 
one-trip carton. With the advent of one-way glass, 
the need for it was apparent. The one-way bottle 
is mainly aimed at the take-home market, and a 
cheaper but attractive carton was quickly provided. 
With no problem of returns, the promotion of it 
was accepted by dealers wherever it was introduced. 
It now appears in about all markets where the price 
structure is most favorable for its promotion. 

The spread of this type package, of course, must 
be governed by the economic feasibility of handling 
it. Many low price markets rule out the use of the 
one-trip package for the time being. Another major 
consideration is how it will affect the powerful 
chain of repeat sales that has been built up by the 
returnable package. 

All in all, 1954 will see a greater assortment of 
carton hitting the market than ever before. 





Two-quart cartons continue to meet the public favor. 
Three and four-quart carriers are also due for added 
usage in the industry. 








One of the most recent developments in cartons is the 
one-trip package, illustrated by these cartons for Dad's 
Root Beer. 
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Fes Col refreshes without filling 


net are the burdens that countless grooms will 
2 carry over thresholds this June. Lighter and 
+ lovelier, slenderer and more shapely than ever before, 







For the modern girl knows how to care for her 
figure. She knows, too, how much of her future 
health and happiness both depend on keeping that 
youthful waistline. 









Her sensible modern taste has therefore turned 





increasingly to lighter and less filling foods and drink. 
And that is the taste with which Pepsi-Cola has 
steadily kept pace. 








Today’s Pepsi is light, dry (not too sweet), reduced 
in calories. It is the modern, the light refreshment. 
It refreshes without filling. 







And note for brides and grooms: You can buy 





Pepsi in the familiar economy bottle that serves two 






people. It also comes in the smaller, single-drink 






size, just right for one. 






Refresh without filling. Have a Pepsi. 
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CALL YOUR LOCAL 
TOWMOTOR REPRESENTATIVE 


For fast service and the 
name of your closest 
Towmotor Sales and Service 
office, see the yellow 
pages of your local 
telephone directory. 


An important part of Tow MOTOR 
policy is to spot service facilities near 
each Tow MorTOoR user, Your nearby 
Towmotor Representative is your 
service station. Whether it is a routine 
Preventive Maintenance check-up or 
an emergency call, his factory-trained 
and factory-equipped mechanics are 
at your service, To assure original 
performance and economy, your 

Tow MOTOR Representative also 
maintains a full and complete stock 
of Tow MoTorR Replacement Parts. 
Ask for a copy of the “Towmotor 


Portfolio on Preventive Maintenance.” 


Tow MOTOR CoRPORATION, Div. 6206, 


1226 East 152nd St., Cleveland 10, Ohio. 
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TOWMOTOR 


FORK LIFT TRUCKS and TRACTORS 
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ENGINEERED FOR QUALITY PERFORMANCE 





Are You Fuily Covered? 


The protective umbrella of business insurance is an 
absolute "must" for bottling plants. This intricate phase of 
management is fully discussed .. . 





This is tornado damage to a bottling plant in Texas. This loss can be 
covered by insurance, as this plant was, under comprehensive policies. 


; 2 Sa fires, explosions, tor- 
nadoes, serious automobile accidents 
and numerous injuries to workmen eat 
up fixed assets, and past and future 
earnings at the rate of almost 12% 
million dollars a day. 

Fire damage alone ran nearly three 
million dollars a day in 1953. You 
could buy thirty bottling plants worth 
one hundred thousand dollars each, 
every day in the year with this money. 
The daily cost of medical and compen- 
sation payments to injured workmen 
exceeds the daily payroll of all hbot- 
tlers of carbonated beverages in the 
entire United States. Automobile ac- 


mal 


by MAX K. DOEHLER, JR., 
Bruce Dodson & Co. 
Kansas City, Mo. 





cidents cost nearly 61% million dollars 
each day. The sum total of all these 
insurable risks to which a business- 
man is exposed can easily cause the 
loss of a business that has taken 
many years to build. It is important 
for a bottler to know what these risks 
are, the types of insurance available 
and how to buy the protection at a 
reasonable cost. 


What A Disaster Can Do 


Most of us always feel that accidents 
just happen to the other fellow. With- 
out proper insurance a disaster may 
mean the loss of a year’s profit or the 
loss of an entire business if not in- 
sured or inadequately insured. As a 
property owner you can avoid such a 
loss by using insurance to spread and 
lessen these otherwise devastating 
shocks. All business involves taking 
some risk. Some you must bear your- 
self, like making a success of your 
business. Others you can _ insure 
against and thus substitute a known 
premium for an unknown cost. 


American industry has become com- 
plex. There are tremendous invest- 
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73% of Independent Grocers 
Favor Late Hours 


74 ccorvinc to a recent survey made by Dr. Paul C. 
Olsen, Director of Marketing Research, Food Topics 
magazine, three out of four of the top volume in- 
dependent grocery stores in this country are open 
late one or more evenings a week. “Regular” closing 
time as reported by this cross section of the store 
owners is some hour up to 7:30 p.m. After 7:30 p.m. 
is considered a late evening. The most popular “reg- 
ular” closing time is 6 p.m. 

The 73% of the stores which are open evenings 
after 7:30 p.m. are divided 22% open 6 or 7 nights 
weekly ; 12%, 2 to 5 nights; and 39% open just one 
evening each week. 

There are decided differences in the number of 
nights that these top volume independent grocery 
stores are open. As against a national average of 
22% for those open 6 or 7 nights, the total in the 
West is 37%. From that it ranges down to 20% 
each in the South and Mid-West; 18% in the Mid- 
Atlantic states, and only 7% in New England. 

A similar situation prevails about Sunday opera- 
tion. In the entire country 23% of top volume inde- 
pendents are open for business on this day. In the 
West the total is 42%. It is 22% in the New Eng- 
land states and in the Mid-West; 18% in the Mid- 
Atlantic states and 16% in the South. 


Late Evening and Sunday Hours of Top Volume 
Independent Grocery Stores 


% of Stores Open Evenings 


One or 
More 
Eve- Open 
By Region Mon. Tues. Wed. Thur. Fri. Sat. nings Sun. 
New England 12% 12% 12% 24% 80% 39% 98% 22% 
Mid-Atlantic 21 20 19 28 63 41 74 18 
Mid-West 22 22 25 22 46 58 78 22 
South 20 20 21 23 33 68 73 16 
West 39 38 38 38 48 48 56 42 
By Store Size 
1953 Sales) 
$500,000 Up 56% 58% 59% 60% 87% 729 94% 37% 
$300,000 to $500,000 33 33 33 33 66 58 82 25 
$150,000 to $300,000 19 18 13 20 46 54 75 21 
$100,000 to $150,000 14 14 14 15 89 50 69 17 
$75,000 to $100,000 22 21 23 24 33 52 37 25 
All top volume 
independents 24% 24% 25 27% 48° ) 73 23 


Death Claims William H. Mandeville 
Thatcher Glass Vice President 


William H. Mandeville, vice president, director 
and chairman of the executive committee of That- 
cher Glass Mfg. Co., Inc., Elmira, N. Y., died un- 
expectedly March 21, at Palm Springs, California. 

At the time of his death, Mr. Mandeville was 
in California with Thatcher President F. K. Rode- 
wald to attend a Glass Container Manufacturers 
Institute conference and to inspect a new Thatcher 
plant under construction at Saugus, California. 
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Way? Drinks just naturally taste 
better from glass, for glass gives 
absolute flavor protection—no 
metallic or waxy taste to change 
a beverage’s exclusive flavor. 


DURAGLAS CONTAINERS 
AN t) PRODUCT 





Pro tects 
your beverage quality 


At the beach or wherever folks want cool drinks, 
they enjoy them more from glass, whether a tumbler or bottle. 


Beverages in glass look more 
inviting, too. The sparkle of glass 
enhances the sparkle and efferves- 
cence of your beverage, and the 
smooth, cool feel of glass explains 





why folks just naturally prefer 
drinking from it. Duraglas bottles, 
the finest of all glass bottles, 
are faithful protectors of your 
standards of quality. 


Owens-ILLInoIs 


GENERAL OFFICES + TOLEDO 1, OHIO 
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LEGEND: 


[_] Outlined areas—solidly higher prices. 
ii! Shaded areas—prices moving upward. 





M Redareas -—-solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next pages) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. There were no significant price developments during the month. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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BEVERAGE PRICES 












































ALABAMA 
Cities 6-8 oz. 10-12 oz. Quarts 
Aliceville . 96 
Anniston .... 96 
Birmingham .. 96 96 2.00 
{2 Se 
Fayette ~e 96 
RR 
Gordo ......... 96 
(tae 96 
Jasper ..... .96 
Montgomery .. . 80 80 
Mobile .80 80 
Russellville .96 
ARIZONA 

Cities 6-8 oz. 10-12 oz. Quarts 
Phoenix .80-1.20 .80-1.10 1.25-1.90 
Tucson 1.00-1.20 1 00-1.20 1.25-1.60 
Safford 80 80 1.25-1.60 
Douglas . 80- .90 1.25-2.75* 
- ERs 1.10-1.20 1.20 1.25-2.10 
* $2.75 price is on no-deposit quarts. 

ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith 80 
Jonesboro .80 .80 
Little Rock .80 80 
Texarkana 96 .96 
Fayetteville 85 .80- .85 
Camden* .80- .96 .80-— .96 
Eldorado* .80- .96 .80-— .96 
Fordyce* .80- .96 .80-— .96 
Texarkana 96 
*All except Dr. Pepper and Coca-Cola. 

CALIFORNIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sacramento .90-1.30 1.35 1.60-1.80 
Stockton .90-1.10 1.10-1.20 1.60-1.80 
Berkeley .90-1.20 1.20 1.25--1.60 
Oakland .90-1.20 1.20 1.25—1.60 
San Francisco ......... 1.00-1.35 1.20 1.25-1.60 
San Jose ..1.00-1.20 1.30 1.50 
Fresno seweew. t 00-1.30 1.30 1.60-2.00 
Bakersfield 1,.20-1.30 1.30 1.60-2.25 
Pasadena Pa 1.35 1.80-2.25 
Los Angeles 1.35 1.35 1.80-2.25 
Long Beach 1.35 1.35 1.80-2.25 
San Diego 1.20-1.35 1.35 1.60-2.00 

COLORADO 
Cities 6-8 oz. 10-12 oz. Quarts 
Denver . .80- .96 -80-1.00 1.15-1.40 
Colorado Springs 1.20 1.30 1.15-1.40 
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Ask for Samples 


4 hide GARDNER QUALITY 


These Carry-Home Cartons are adapt- 
able to all soft drinks—printed in your 
own colors, with your own designs and 
trade-marks—or in special designs cre- 
ated by Gardner artists—really custom- 
made! 

Gardner Quality Carry-Home Cartons 
are exceptionally sturdy—constructed 
for multiple re-use on white, clean board 
that makes colors sparkle. And it’s a 
satisfaction to know that they are made 
by one of America’s largest, oldest 
packaging specialists — with five plants 
strategically located in mid-America, 
and backed by more than fifty years of 
specialized experience. 







CARRY -HOME CARTONS 


Proof of all this is no further away than 
the coupon. Mail it today. 


THE GARDNER BOARD AND CARTON CO. 
Middletown, Ohio 


ey 


Please send sample and prices of your : 


(0 Six 6-0z., and 7 oz., returnable Carry-Home Carton 
CJ Six 10-0z., and 12-o0z., returnable Carry-Home Carton 
[) Have a Gardner representative call. 


Type of beverage for which Carton is intended 


(If you like, send a sample of your present carton for 
quotation, indicating quantities in which you purchase.) 





NAME 





FiRM 





STREET 








ciTy STATE 
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Sparkling clean 
bottles prompt 








more sales! 


DIAMOND 


A(( 


® 


Think of how tempting your product can look when put in 
bottles that really sparkle. And bottles washed with DiaMonpb 
Hi-Test* Alkali No. 3 do just that. This highly effective 
cleaning compound gives you the utmost in low-cost 


cleaning efficiency. 

Diamond also has the answer to clean, sanitary equip- 
ment. It’s DiaMonp Clipper Cleaner*. This versatile equip- 
ment cleaner and Hi-Test Alkali No. 3 for your bottles 
give you peak cleaning performance at a minimum of deter- 
gent inventory and cost. 

Better cleaning results can be yours by calling your 
nearest Diamonp Sales Office for information on these and 
other DiAmMonp cleaners, or writing DiAMOND ALKALI Co., 
300 Union Commerce Bldg., Cleveland 14, Ohio. *@ 
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DIAMOND ALKALI COMPANY 


CLEVELAND 14, OHIO 


















































| SIRE E Io 1.30 1.15-1.40 
een 1.00 1.15-1.40 
oO eee ae a 1.40 1.20-1.60 
Sn 96 1.20-1.40 
SS eae 1.25 1.60 
RII Gaines tarkina Scegll conic a 1.25 1.60-1.80 
CONNECTICUT 
Cities 6-8 oz. 10-12 oz. Quarts 
Waterbury a . #80-1.12 1.00-1.20 1.25-1.85 
Hartford _.... seaneeee OM—1,12 1.00-1.20 1.25-1.85 
New London .......... ewenun ©00—1,20 1,00-2.10 1.00-1.85 
New Haven -80-1.12 1.00-1.85 1.10-1.85 
Bridgeport . eet -75-1.12 1.00-1.20 1.00-1.85 
Norwalk ... .80-1.00 1.00-1.20 1.00-1.85 
DELAWARE 
Cities 8 oz. 10-12 oz. Quarts 
Wilmington .80- .96 .80- .96 1.00-1.60 
DISTRICT OF COLUMBIA 

Cities 6-8 oz. 10-12 oz. Quarts 
Washington -70-1.20 .80-1.20 -80-1.65 

FLORIDA 
Cities 6-8 oz. 10-12 oz. Quarts 
Pensacola . 85 
Tallahasse .80-— .96 
Jacksonville* - .80- .96 
Orlando* . .80- .96 
Lakeland ...... : 80- .96 
Tampa* . .80- .96 
St. Petersburg* .80-— .96 
W. Palm Beach*. .80- .96 
Miami* .. 80- .96 
Key West* _. .80- .96 
* All except Coca-Cola, which is .80. 

. GEORGIA 
Cities 6-8 oz. 10-12 oz. Quarts 
Atlanta . 80- .96 .80- .96 1.60-2.00 
Augusta -80-1.00 .80-1.00 1.60-2.00 
Macon 80 80 80 
Columbus 80 , 80 80 
Savannah 80- .96 .80- .96 1.60 
LaGrange .80- .96 80- .96 1.60-2.00 
West Point .80- .96 80- .96 1.60-2.00 
Valdosta .80- .90 80- .90 1.60 
Albany 80- .85 80- .85 
IDAHO 

Cities 6-8 oz. 10-12 oz. Quarts 
Boise .90 .90-1.00 1.60-1.80 
Twin Falls ee OX) 1.35-1.50 1.60-1.80 
Pocatello 1.35 1.35-1.50 1.50-1.80 
Lewiston 1.60 1.60 1.50-1.80 
Payette . .80-1.00 .80-1.00 1.60-1.80 
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Cities 





Cairo 
Joilet 
Chicago 
Decatur 
| Peoria 
Rockford 


Cities 





Evansville 
Jasper ... 
Indianapolis 
Terre Haute 
Gary 
Washington 


Cities 





Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Topeka 
Wichita 
Oberlin 
Lyons 
Hays 
Salina 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Amite 
Alexandria 
Hammond 
Jennings 
New Orleans 
Shreveport 
Bogalusa 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 
New Iberia 


Cities 





Auburn 
Bangor 
Lewiston 
Portland 
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6-8 oz. 10-12 oz. Quarts 
.80- .96 80- .96 
1.20 1.20 1.60 
-75-1.20 -80-1.20 .80-1.90 
..1.00-1.40 1.00-1.40 1.20-1.60 
-79-1.40 1.40 1.85 
-80-1.20 -80-1.20 1.06-1.60 
INDIANA 
6-8 oz. 10-12 oz. Quarts 
.80- .96 96 1.25-1.60 
.96 96 
80 96 
.80- .96 .80- .96 1.20-1.60 
.96-1.10 -96-1.10 1.20-1.40 
96 96 
IOWA 
6-8 oz. 10-12 oz. Quarts 
.80- .96 -80- .96 1.30-1.85 
. .80-1.20 -80-1.20 1.50-1.85 
.80- .96 .80-1.20 1.40-1.85 
.96-1.20 -96-2.40 1.45-1.85 
.80-1.20 1.20-2.40 1.30-1.85 
.80- .96 .80- .96 1.10-1.85 
.80 .80- .96 1.10-1.40 
.96-1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 oz. Quarts 
96 -96-1.00 
80 80 1.25-1.60 
1.20-1.40 
.96-1.20 .96-1.20 
.96-1.20 .96-1.20 
.96-1.20 .96-1.20 
KENTUCKY 
6-8 oz. 10-12 oz Quarts 
.96 
.80-1.12 96 
-70— .80 96 
.80 96 
80 96 
80 
1.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz Quarts 
.83-1.00 83-1.00 
.83-1.00 83-1.00 
.83-1.00 83-1.00 
.83-1.00 -83-1.00 
-78— 811/, 811/.-.82 
.96-1.00 96-1.01 
1.00 1.00 
96 96 
.96 96 
96 96 
1.00 1.00 
85 85 
1.00 85 
1.00 1.00 
MAINE 
6-8 oz. 10-12 oz. Quarts 
.80- .90 .80- .96 1.90-2.65 
.90-1.10 1.10-1.26 1.20-1.80 
.80- .90 .80- .96 1.90-2.65 
-72— .96 80- .96 1.00-1.60 












VIN-VIE 
y (IMITATION GRAPE) 


Bottlers throughout the country who put quality 
first ... are our top Virginia Dare Vin-Vie fans! 
For Virginia Dare Vin-Vie is acknowledged to be 
the top imitation grape...is acknowledged by 
bottlers as the product that builds business and 
holds it. These successful bottlers know you’re safe 
when you stick to the best... Virginia Dare Vin-Vie. 

























"'YirG INA DARE wxserc co, me 


Bush Terminal Building No. 10, Brooklyn 32, New York 
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MARYLAND 
Cities 6-8 oz. 10-12 oz. Quarts 
Baltimore* 96 .96-2.10 1.00-1.60 
Hagerstown 96 1.20 
Annapolis 96 .96 1.20 
"4 Salisbury 96 96 1.20 
jE, Cumberland 6 96 
™, Silver Springs 96 96 1.20-1.40 
aD * All except Coca-Cola which is .80. 
MASSACHUSETTS 
Cities 6-8 oz. 10-12 oz. Quarts 
Boston -70- .96 .80-1.20 1.00-1.60 
Fall River -70- .96 .80-1.20 1.00-1.60 
New Bedford -70- .96 .80-1.20 1.00-1.60 
Taunton -70- .96 .80-1.20 1.00-1.60 
Springfield -72-1.12 .80-2.08 1.25-1.60 
Worcester .65- .96 -65-1.20 -80-1.80 
MICHIGAN 
Cities 6-8 oz. 10-12 oz. Quarts 
io | Marquette 1.25 1.50 1.50-1.80 
| Bay City .90-1.12 1.10-1.25 1.44-1.60 
f i | Grand Rapids .90-1.00 1.25 1.35-1.90 
| Saginaw -90-1.00 1.10-1.25 1.44-1.60 
Z | Flint .90-1.00 1.10-1.25 1.44-1.60 
Darl | Lansing .90-1.00 -96-1.25 1.25-1.60 
F) a Jackson .96-1.00 1.10-1.25 1.20-1.85 
Detroit .96-1.12 1.10-1.25 1.45-1.60 
| Kalamazoo .80-1.00 .98-1.25 1.35-1.85 
» x) MINNESOTA 
» 
st y \, | Cities 6-8 oz. 10-12 oz. Quarts 
< 3 Minneapolis 96-120  .96-1.20 —_‘1.20-2.20 
te: aN Duluth 96-1.20 1.00-2.05  1.35-2.00 
LW 2 St. Paul .96-1.20 
a Rochester 1.20 1.35 
Winona 1.20 1.35 
Red Wing 1.20 1.20 
P Detroit Lakes 1.20 1.40 
res sales ma: ie re 8 Austin .. .96-1.20 1.35 1.65 
. : A _ rea 4 Moorhead 1.20 1.40 
wt Owatonna 1.20 
MISSISSIPPI 











"i 2 a \felZ rey = Cities 6-8 oz. 10-12 oz. Quarts 
by Brockway O 


way | Greenville 80 80 80 
Quick demand for a good product at the mS of sale is A ses a . ~ = 
often provided through effective packaging . . . the kind Jackson 80 80 80 
of packaging that will spell success for the wade variety of | Laurel 80 £0 £0 
soft drink products . . . the Broc kway Perma Label Bottle. pte 150 100 bo 


This fine container is a combination of the best in glass 
with the most effective use of the Perma Label. It gains 

immediate attention at the consumer level, displays the | we 
product to the very best advantage and provides quick 











. OF | Citi 6-8 oz. 10-12 oz. t 
identification. Available in a variety of sizes and shapes. ate wi ue —— : 
Brockway’s rigid manufacturing control and dependable St. Joseph 80- .96 -80-1.00 } 
scheduling assure uninterrupted bottling line efficiency Brockway GLASS sacra Re 80- .96 96-1.10 i 
...and the friendly, cooperative Brockway organization St. Louis ad 90-1.20 96-1.10 .90-2.00 t 
is always willing and anxious to demonstrate these > COMPANY, INC, | Jefferson City .96 96 
capabilities | Springfield -85-1.00 -90-1.10 

I ate Brockway, Pennsylvania | Joplin .80 .80-— .96 
Medianiin, Gide. sapet, tnd. | Poplar Bluffs 80- 96  .80- .96 
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Cities 





Great Falls _ 

a EE 
RE os ae 
anecsenée 


Butte 


ER lah, 
sp ee 
ET! 


Cities 





North Platte .... 
Grand Island ... 


Omaha 
Lincoln 


Scottsbluff... 


Norfolk . 
Columbus 
Fremont 


Cities 





Reno 
Carson City . 
Las Vegas 


Cities 





Keene 
Claremont 
Rochester 
Manchester 


Cities 





Asbury Park 
Perth Amboy 
Paterson 
Passaic 
Newark 


Jersey City _. 


Trenton 
Camden 
Plainfield 


Cities 





Santa Fe 
Albuquerque 
Roswell 
Hobbs 
Carlsbad 


Cities 





Albany 
Hudson 

Troy 
Schenectady 
Syracuse 
Binghamton 
Amsterdam 


New York City 


Niagara Falls 
Buffalo 
Olean 
Jamestown . 
New Rochelle 


MONTANA 






































6-8 oz. 10-12 oz. Quarts 
1.20 
=. 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
... 80-1.20 .80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.00 
NEBRASKA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20 
1.20 1.20 
— .96 
..1.20 1.20 
1.30 1.30 
1.20 1.40 
1.20 1.40 
80 80 
NEVADA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.35 1.80 
1.30 1.30-1.35 1.80 
1.35 1.35 1.80 
NEW HAMPSHIRE 
6-8 oz. 10-12 oz. Quarts 
1.20 
1.40 1.20-1.40 
.80- .96 96 1.20-1.60 
.65- .96 -96-1.20 80-1.60 
NEW JERSEY 
6-8 oz. 10-12 oz. Quarts 
96 .96-1.40 1.00-1.25 
96 1.20 1.60 
-70- .90 -90-1.00 1.00-1.25 
-70- .90 -90-1.00 1.00-1.25 
-75- .96 1.10-1.20 1.00-1.44 
-60- .95 1.00-1.15 1.00-1.35 
-95-1.05 1.00-1.20 1.35-1.50 
-75-1.20 .90-1.20 1.00-1.60 
-75-1.10 .90-1.00 1.00-1.44 
NEW MEXICO 
6-8 oz. 10-12 oz. Quarts 
.80- .90 80- .96 1.45-1.60 
.80 .80- .96 1.45-1.60 
-80-1.00 .80-1.20 1.60 
.80-1.20 .80-1.00 1.60 
.80-1.00 -90-1.20 1.60 
NEW YORK 
6-8 oz. 10-12 oz. Quarts 
96 .96-1.20 1.30-1.80 
96 1.30-1.80 
96 1.30-1.80 
96 .96-1.20 1.30-1.80 
96 1.30-1.80 
96 1.30-1.80 
96 -96-1.20 1.30-1.80 
-96-1.20 -96-1.20 1.20-1.80 
-96-1.20 1.40 
. 96 1.20 1.45 
.90 .96-1.20 1.40 
.96-1.20 1.20 1.40 
96 .96-1.40 1.30-1.80 
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Vending-machine operators 


everywhere report: 


Instant control of trucks—via RCA 
2-Way Radio—speeds up service, im- 
proves efficiency of entire operation 






“Faster service, more calls per truck 


with RCA 2-Way Radio!” 


TAKE A TYPICAL medium-sized bev- 
erage vending machine operation as 
an example... 

The company operates a fleet of 20 
service trucks. The faster the trucks 
answer customers’ calls, the better the 
customers like it. Faster service means 
substantial dollar savings to them. 


For most profitable performance, 
each service truck must handle the 
maximum number of calls during the 
working day. Frequent trips back to 
the garage, numerous phone calls to 
the office, useless back-tracking and 





RADIO CORPORATION 
of AMERICA 


COMMUNICATIONS EQUIPMENT 


CAM DEM. H.J. 


running from one side of the territory 
to the other . . . all eat up expensive 
time. 

But equip each of the service trucks, 
and one roving car, with RCA 2-Way 
Radio and each truck will average at 
least 1% more calls per day. In a 


year’s time the same fleet will handle 


15% more calls—the work of 3 addi- 
tional trucks! 


In addition, the service supervisor 
knows at all times where each of his 
trucks is, what it is doing, when its 


job will be finished. If a truck breaks 


down, or needs repairs, there’s nolong 
delay in getting repair vehicle out. 
What’s more—RCA now offers 
UHF 2-way radio equipment which 
opens up new frequency allocations 
in the 450-470 mc band. UHF radio 
provides noise-free operation... 
eliminates man-made interference. 
SEND THE COUPON 
FOR FURTHER INFORMATION 
And remember, the RCA Service 
Company provides nation-wide in- 
stallation and service on a monthly 
contract basis if you desire. 


Radio Corporation of America, Communications Equipment 
Dept. F-81, Building 15-1, Camden, New Jersey 


Please send me your new booklet describing profitable 
application of RCA 2-Way Radio in service organizations. 


Name 





Company___ ea ee 
Address__ 


¢  —— 





} Please have an RCA communications specialist get in touch with me. 


__ Title 





___ County 


Zone ee ee 















| How Many of the 














Franchises 
do YOU own? 


It’s Smart To Own One Or More— 
And You’re Missing A Good Bet If 
You Don’t Own A DAD'S Franchise 








IF YOU'RE A DAD'S BOTTLER, count your blessings: 
You’re in great company .. . have recognition... 
command a firm market price and enjoy con- 
tinued growth due to established consumer ac- 
ceptance ... supported by a parent organization 
that cares about you . . . backed by advertising 
that sells, merchandising that moves, constant 
sales programming that counts—in 


dollars and cents. 


IF YOU'RE NOT A DAD’S BOTTLER, you’re 
missing one of the proudest, most secure 
and profitable opportunities for com- 
pany improvement you’ve ever known. 
Better look 


right now. 


into a Dad’s franchise 


DAD’S ROOT BEER COMPANY 
2800 N.Talman Avenue Chicago 18, Illinois 


30 





Big6 


| - Cities 





Asheville ..... 


Charlotte 

Greensboro 
a Pia aoe 
CS ae 
Winston-Salem _.. 


Cities 





Minot 
Grand Forks 
Bismarck . 
Fargo ... 
Jamestown 
Devils Lake 


Cities 





Toledo 
Lorain 
Cleveland 
Akron 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton 
Cincinnati 


Cities 





Bartlesville 
Tulsa 


Oklahoma City 


Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


Cities 





Astoria* 
Portland 
Salem* 
Eugene 
Roseburg 
Klamath Falls 
Grants Pass 
Medford 

Coos Bay 





* Except Coke at .90. 


Cities 





Allentown 
Harrisburg 
Johnstown 





NORTH CAROLINA 



































6-8 oz. 10-12 oz. Quarts 
. 80- .96 .80- .96 1.20-1.60 
.80- .96 .80- .96 
ns .80-— .96 1.60 
.80- .96 .80-2.08 1.20--1.60 
80 -80-1.60 1.50-1.65 
80 -80- .96 1.60 
NORTH DAKOTA 
6-8 oz. 10-12 oz. Quarts 
. .96-1.20 1.20 1.70-1.85 
1.20 
... 96-1.20 -96-1.10 1.60-1.75 
.. -96-1.20 -96-1.40 1.60-1.90 
.90- .96 1.25-1.75 
1.20 1.20 1.80 
OHIO 
6-8 oz. 10-12 oz. Quarts 
.65- .96 -80-1.10 1.30-1.65 
.96 1.45-1.60 
.80-1.12 -96-1.20 1.20-1.60 
.80- .96 .96-1.20 1.10-1.45 
1.12 1.30 1.65 
.80- .96 -80-1.12 1.10-1.50 
.80- .96 -96-1.20 
.80-1.12 .96-1.12 -90-1.60 
.80- .96 .80-1.14 1.40-1.60 
-80-1.12 -96-1.12 1.25-1.60 
-96-1.12 -96-1.12 1.36-2.00 
OKLAHOMA 
6-8 oz. 10-12 oz Quarts 
80 80 
.80- .96 .80- .96 
.80-1.00 -80-1.20 
96 96 
.80- .96 80-— .96 
80 80 
80 80 
96 96 
OREGON 
6-8 oz. 10-12 oz. Quarts 
1.50 1.50 2.00 
.90- .96 36 1.25-1.75 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.30 1.30 1.80 
1.30 1.30 1.80 
1.30 1.30 1.80 
PENNSYLVANIA 
6-8 oz. 10-12 oz. Quarts 
-70- .96 1.12 1.00-1.45 
.80-1.00 1.00-1.12 1.40-1.60 
-96-1.12 1.12 1.50 
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Philadelphia . -75-1.12 .80-1.56 -90-1.65 
Pittsburgh . .65-1.20 .90-1.40  1.00-2.00 
Reading __. . 96-1.12 1.12-1.20 1,45-1.60 
Scranton 4 -55— .96 .90-1.96 1.25-1.60 
Wilkes-Barre -70-1.00 .90-1.10 1.00-1.45 
RHODE ISLAND 
Cities 6-8 oz. 10-12 oz. Quarts 
Providence .60- .96 .80-1.12 -90-1.60 
SOUTH CAROLINA 
Cities 6-8 oz. 10-12 oz. Quarts 
Charleston -96-1.20* .96-1.20 2.04—2.40 
Columbia .80-1.20* .96-1.20 2.04-2.40 
Florence -91-1.25* 1.01 2.04 
Greenville .86-1.20* .96-1.20 
Spartanburg .86* 96 
* Includes State Tax 
SOUTH DAKOTA 
Cities 6-8 oz. 10-12 oz. Quarts 
Sioux Falls .96 .96-1.20 
Aberdeen -90-1.00 1.20 
Rapid City 1.30 1.40 
Pierre -90-1.00 1.10-1.20 
Watertown .96 1.10-1.20 
TENNESSEE 
Cities 6-8 oz. 10-12 oz. Quarts 
Nashville .80 
Johnson City 80 
Knoxville .80 
Jackson 80 
Memphis 80 
Chattanooga onion 
TEXAS 
Cities 6-8 oz 10-12 oz. Quarts 
Amarillo 85-— .95 95 
Wichita Falls 80 80 
Fort Worth .80 80 
Dallas 80 80 1.65 
Ranger 96 96 
San Angelo 90 .90 1.30 
Waco .80 80 
Austin 80 80 
Del Rio 80 80 
El Paso .80-— .96 96 1.20 
San Antonio .80— .90 80 1.40 
Beaumont 96 .96 1.85 
Houston 80-1.00 80-1.00 
Port Arthur .96 96 
Eagle Pass 96 96 
Laredo ..... 96 96 
Alpine 1.20 1.20 
Monahans .96 96 
Abilene 96 96 
Lubbock 80 80 


Corpus Christi 
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when speed really counts... 


a 








give you 


LONGER, FASTER RUNS 








Try running CCS Crowns exclusively on your bottling line. In a few weeks 


you'll see the difference they make in your operation. You'll have fewer stops. 


You'll get more cases per day... and at lower cost per case. 








they lead the field in sealing efficiency, dependability and all 
around satisfaction. This superior performance is being 
proved day after day in bottling plants and breweries 
throughout the nation. Crown Cork & Seal Company, Inc., 
3 Originators and World’s Largest 
Fi AF KF APA 
1S ELE ie Maker of Crown Corks. 


Sie Baltimore 3, Md. 





Plants at: BALTIMORE e 


ST. LOUIS * DETROIT + SAN FRANCISCO «+ LOS ANGELES « 


Branch Warehouses Throughout the Nation 


Today’s CCS Crowns are the finest we have ever made. In repeated tests, 











74 New Serwtee 


Ask your Crown Representative 
about the advantages of 


PALLETIZED 
SHIPMENTS 





BIRMINGHAM (Leeds, Ala.) - now under construction 
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CORPORATION 


COLUMBUS, GEORGIA 


Cities 





Ogden* 
Logan* 

Salt Lake City* 
Provo 

Richfield 

Cedar City 





* Coca-Cola at .80. 


Cities 





Burlington 


Cities 





Alexandria 
Danville 
Petersburg 
Richmond 
Roanoke 


Cities 





Yakima 


Cities 





Bluefield 
Charleston 
Huntington 
Clarksburg 
Parkersburg 


Kenosha 
LaCrosse 
Madison 
Milwaukee 
Oshkosh 
Sheboygan 
Green Bay 


Cities 





Cheyenne 
Laramie 
Rawlins 
Torrington 
Wheatland 
Casper 


UTAH 
































6-8 oz. 10-12 oz. Quarts 
1.00-1.40 1.00-1.40 1.60-1.80 

.80-1.10 .80-1.10 1.55-1.80 

.80-1.10 .80-1.10 1.55-1.80 

.80-1.20 -80-1.20 1.55-2.00 

.80-1.40 .80-1.40 1.55-2.00 
VERMONT 

6-8 oz. 10-12 oz. Quarts 

.80-1.12 .96-1.12 1.25-1.60 
VIRGINIA 

6-8 oz. i0-12 oz. Quarts 

80 96 

.80 80 

.80 .80 

.80- .96 .80- .96 1.00-1.60 

96 96 1.25-1.60 

WASHINGTON 
6-8 oz. 10-12 oz. Quarts 
.96-1.40 .96-1.40 1.68-2.00 
WEST VIRGINIA 

6-8 oz. 10-12 oz. Quarts 

96 .96 .85-1.00 

.80- .95 96 1.29-1.60 

-76-1.70 1.45-2.00 
1.20 1.20 

96 .96 

WISCONSIN 

1.00-1.40 1.40-1.60 1.40-1.65 

.96-1.00 1.10-1.25 1.25 

.96-1.20 .95-1.20 1.00-1.60 

.90-1.20 .90-1.25 1.10-1.65 

.90-1.20 1.00-1.10 1.25-1.40 

.95-1.20 1.10-1.40 1.35-1.50 
1.05-1.20 1.25-1.40 1.40-1.60 
WYOMING 

6-8 oz. 10-12 oz. Quarts 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 
1.20 1.20-1.30 1.60-2.00 


-90-1.20 1.20-1.30 
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New Evidence Found 
In Tooth Decay Problem 


SB veence tending to absolve candy and soft drinks 
as the major villain in tooth decay is reported by a 
dental research team in Oregon. 


The team raises the question whether sunshine 
and selenium, a rare element,-may not be factors 
in this problem. Results so far indicate that sun- 
shine builds harder teeth and selenium makes them 
decay more easily. 

The studies were directed by Dr. Demetrios M. 
Hadjimarkos of the University of Oregon Dental 
School at Portland, with the help of Dr. Clara A. 
Storvick and Dr. Lemar F. Remmert. 


The team first investigated the prevalence of 
tooth decay among students aged 14, 15 and 16, and 
the amount of candy and sodas they consumed. 


It also enlisted the help of public officials who got 
water samples which were tested for fluorine, an- 
other element which retards tooth decay among 
children. 


The studies indicated no important differences in 
the use of candy and pop among the students of the 
three regions of the state—coast valley and moun- 
tain. 


But there were wide differences in the rate of 
cavities between students from east of the Cascade 
Mountains and those from the coastal and valley 
regions west of the mountains. 

Dr. Hadjimarkos said, “This factor (candy and 
soft drinks) is not responsible for the wide differ- 
ences in cavities experienced among the subject 
population.” 

He expressed belief that differences in the amount 
of sunshine might be partly responsible, though he 
said more study of this factor is needed. 





BRING BOTTLES HOME 





Coated fabric signs in two colors, prepared in the com- 
pany’s own sign shop, have been doing a good job in 
increasing bottle returns for Jackson Coca-Cola Bottling 
Co., Jackson, Miss. The signs were first applied to rear 
ends of trucks last November, as shown in the photo, and 
have been very successful in promoting bottle returns. 
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Why hide your beverage behind a non-visible ¢ontainer! 
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Bottle it in glass forall thalworldite see. 


In glassy your beverage's sparkling carbénatiomand color 


kati 


beconte adecisiae factor in sales. 
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Thatcher Weds. Wal Bottles give your Beveragemany ad- 


fsnor fers tigh bippase, 


low cost, indefinite shelf life, plus no metalligtaste 6 or 


vantages no othere 





need for thew equipment: Send for booklet, *Can Fever", 


containing latest f@ets on the right container for your beverage ~ 


... request yOuimeopy today. 


he 


= 


THATCHER 





“Fire-Polished” Lips 
“Pyroglaze” Label ELMIRA, N.Y. 


supply 


in area 
receiving 
most abuse 


® 





Solid Base and Wall 


Wedge-Shaped Sidewalls Factories: Elmira, N.Y., Streator, IIl., 


Saugus, Calif., Jeannette, Pa. 


THATCHER GLASS MANUFACTURING CO., INC. 


Lawrenceburg, Ind., 


extra strength vi % Representatives in Principal Cities 














Schaefer “Sweep Mor” 
Fibre Broom...The 

Industry's 
Outstanding 
Value 


“Sweep Mor” will outwear several ordinary brooms.in 
hard daily bottle plant service! It’s tough, resilient, im- 
pervious to water, acids, chemicals, designed by 
Schaefer experts to do the job you want done. Of 
selected African Bahia fibre, oil treated, in extra stiff, 
medium stiff, or flexible types. 
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PLUNOMY OF (UMN 
-<« BRUSHES -< 


ECONOMY OF QUALITY 


ooo @ money-saving 
fact with Schaefer 


BOTTLE BRUSHES 


You forget price when a better bottle brush, 

label brush or broom outwears anything else 

you've ever used! That’s “Economy of Qual- 

ity” you find proven in every Schaefer Brush 
— for bottling, machine cleaning, floor maintenance. 
Any cleaning job. That’s why any Schaefer Brush is 
your most economical investment — in performance, 
cleaning efficiency and long-life service. Why not or- 
der a sample set of Schaefers and prove it? Write 
for prices. 
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THIS PARAKEET SAYS “PRETTY NEHI” 





Probably the only parakeet in the world that says “Pretty 
Nehi” is the bird of this name whose home is the offices 
of Royal Crown Bottling Co., Tampa, Florida. When route 
salesmen dump change on the desk at the end of the day, 
the bird sounds off with a shrill wolf-whistle and flies 
down to perch on the coins. Here bookkeeper Zora H. 
Durant has stacked half-dollars before rolling them, but 
the parakeet will pick them off one at a time. 





KID PREMIUM 








Prove Schaefer's “Economy of Quality’’ on all your 


brush-cleaning needs. Write for details on the brushes 


SCHAEFER SHAPED 
REVOLVING BRUSHES 


for Outside Bottle Washing 


SCHAEFER WOBBLE TYPE 
NYLON BOTTLE BRUSHES 


Black or White Genuine DuPont Two-piece design, easier to install you need. 
Nylon in sizes for all bottles. and use. Trimmed to fit your 
Wash more bottles per brush. bottles. 


ad 


with purchase of 
One Six Bottle Carton 


BI icant 


+ Cotas 
RO WING IN 


Popularity 
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Rear, ee 


SCHAEFER LABEL 
MACHINE BRUSHES e 


Scientifically designed to fit all 
machines—to prevent label waste, 
speed production, deliver better- 
labeled bottles. 





$9 
ay 


SCHAEFER REVOLVING BRUSHES 


for Outside Bottle Washing 
and Soaking 
Custom-designed to fit ALL ma- 
chines — of scientifically blended 


fibre, bristle or genuine DuPont 
Nylon ‘‘Tynex’’. Refillable. 














SCHAEFER LONG STEM 
BOTTLE BRUSHES 


White or Black Genuine DuPont 








Nylon. In types and sizes for all 
bottles, machine or hand use. 











SCHAEFER BRUSH MFG. CO. _ césicnens oF surerior ; 
BOTTLING PLANT BRUSH ES Taking time by the forelock, B-1 has arranged a premium 
: . . promotion for its bottlers which anticipates summer and 
117 W. Walker Street © Milwaukee 4, Wisconsin SINCE 1905 millions of kids playing in the sun. Plastic bag attached 


to bottle in carton hold 14 marbles. Immies, anyone? 
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Are You Fully Covered? 


(Continued from Page 22) 





ments in plants, machinery and equip- 
ment. Sales and distribution involve 
relationships with customers and other 
business houses. Large corporations 
now employ full time insurance buyers 
to analyze their various insurable 
risks, design an insurance program 
and buy the necessary protection with- 
in a financial budget. The average 
bottler can’t afford and doesn’t need 
an insurance manager. You should 
know whether you carry the right 
kinds of insurance and if you are buy- 
ing it right. 


You Can't Spend All You Make 
For Insurance 


You could spend all your profits if 
you were to buy every type of insur- 
ance available. I have often had a bot- 
tler tell me that he’d go broke if he 
bought all the types of insurance that 
some insurance man tried to sell him. 
I must agree this is so. However, when 
I have asked these bottlers how they 
carry or what rule they use to deter- 
determine what types of insurance to 
mine what insurance they need, few 
seem to have a method to guide them. 





Fires create more destruction in industrial 
establishments and homes than any other 
one cause, and most of them combined. 
Here a Coke plant in New York State goes 
up in flames, with fortunately, an “um- 
brella” of protective insurance on it. Fire 
insurance coverage is intricate—be sure 
your policy is properly written. 
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Let’s consider the “large loss the- 
ory”. It’s a flexible rule that both large 
and small plants alike can use. This 
gets down to the question of what is a 
disaster to the individual bottler. For 
example, to a small bottler a $100 
loss could be a financial shock. On the 
other hand, there are large bottlers 
who could absorb a $5,000 or $10,000 
loss without serious damage to earn- 
ings or accumulated surplus. The rule 
then would be that in selecting insur- 
ance for your plant you should buy 
those types of insurance which cover 
a loss that, should it occur without in- 
surance, would seriously affect either 
your earnings or impair your surplus. 
Let me give you an example. Many 
firms carry plate glass breakage in- 
surance to cover a possible loss that 
may not exceed $50 to $100 and yet 
fail to carry Public Liability Insur- 
ance to cover a loss of $50,000 to $100,- 
000 should someone other than an em- 
ployee be injured in or around the 
plant or due to the bursting of a 
bottle. 

It is easy to see then how lack of 
insurance to cover a personal injury 
loss could cost the businessman his 
entire plant investment. 


Frequency Of Major Disasters 

Major disasters give us a clue to 
the most important types of insur- 
ance. There was the Texas City dis- 
aster. It was due to an explosion. The 
damage exceeded $100 million dollars. 
In 1953 tornadoes ripped through 
many metropolitan areas of the United 
States. Worcester, Massachusetts sus- 
tained a loss estimated at 55 million; 
Waco, Texas, with a loss estimated at 
20 million. 


Effect Of Severe Losses 

We can’t entirely go on frequency 
of loss. We have to use as our basis 
loss severity. Insurance rates general- 
ly reflect the frequence with which 
losses occur. Naturally where there 
are many losses such insurance car- 
ries a higher rate than a type of insur- 
ance where losses are infrequent, such 
as earthquake protection in places not 
often suffering quake damage. Take 
the city of Charleston, South Caro- 
lina. There has been no serious earth- 


quake in that city since the one in 
1886. At that time 6,854 buildings 
were damaged; 102 were condemned 
and had to be torn down. Therefore, 
the rate on earthquake insurance is 
low in Charleston, South Carolina. I 
doubt if many bottlers in areas out- 
side the Pacific Coast area carry it, 
but if an earthquake did happen it 
would do just as serious damage to 
your plant as if it were a daily occur- 
rence. 

Rarely do we find a disaster of such 
gigantic proportions as that involving 
the General Motors plant at Lavonia, 


specify... 


yo srEcks! 


Why America’s leading bottlers 








Michigan. Undoubtedly there are 
many firms besides General Motors 
that suffered a loss of earnings be- 
cause of this fire. This illustrates the 
need of a contingent earnings policy 
for bottling plants who are dependent 
upon a single syrup company for 
franchise drinks. 

Let us now discuss the major types 
of insurance. 


Three Parts Of The Problem 
Suppose now we look at the three 

major aspects of your insurance prob- 

lem; namely, (1) the types of insur- 











ANCHOR 
ALKALI 


A SOLVAY Special Cleanser 


Bottles gleam 
and glisten! 


See the results you get with ANCHOR 


ALKALI and compare it with your present alkali 
and you too will be convinced of ANCHOR ALKALI’S 
superiority! The product you’re now using prob- 
ably gives you clean, sterile bottles—but with 
ANCHOR ALKALI your bottles sparkle with crystal 
clearness! ANCHOR ALKALI gives you the absolute 
cleanliness you want—plus shining brightness . . . 


without specks .. . spots. . 


or dulling film. Run a 


test and prove to yourself the advantages of using 
only ANCHOR ALKALI! 


Soda Ash . Snowflake Crystals 


Potassium Carbonate . Calcium 

Chioride «. Sodium Bicarbonate Ss '@) L VA 

Ammonium Bicarbonate . Caustic 

Potash . Cleaning Compounds —, 

Sodium Nitrite Caustic Soda 

Ammonium Chloride . Chlorine hemca! 
Ortho-dichlorobenzene ——= 
Para-dichlorobenzene Boston + Charlotte 

Monochlorobenzene New Orleans + 


+ Chicago - 
New York 


Y PROCESS DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
61 Broadway, New York 6, N. Y. 


BRANCH SALES OFFICES 


Cincinnati + Cleveland - Detroit 
+ Philadelphia + Pittsburgh + St. Louis 





+ Houston 
+ Syracuse. 

















All models 

available for Ae ee bottlers 
with illuminated trademark. (See 
illustration of Model 200-D) 


MODEL V-72, 8-FLAVOR VENDER 
<=. me 


and 72 Bottle 
Pre-Cool 


Capacity. 
27” wide x 
32” long, 


MODEL V-106 
8-FLAVOR 


VENDER 
106 Bottle Rack and } 
106 Bottle Pre-Cool Capacity. 27” wide x 42” long. 


‘ \" MODEL 200-D 
rT 0B pape-cute betters 
Ly oO as Model 200 PC) 
- 12-Case Bev-Master 


MODEL 50-D 
6-Case 
Bev-Cooler 


a 


a ‘MODEL 101-D 
4, 
Un. 


| 6-Case Bev- 

| Food with 614 
Cu. Ft. Food 

Send coupon now for free 

literature and prices. Sales representatives 

are invited to write for proposition on open territory. 


Refrigerator. 
o 
A rthseof~t' MFG. C0. 
"Quality Products for a Third of a Century” 


1125 E. KIBBY ST. + LIMA, OHIO, U.S.A. 


Please send literature and prices on 
Artkraft* Venders and Coolers. 


Name 
Firm 
Street 
City & State 

















*Trademark Reg. U S. Pot. Off. 














ance you should carry and how to buy 
it properly as to protection and cost; 
(2) how to select an insurance com- 
pany and determine its financial 
strength; and (3) how to select an in- 
surance counselor who understands 
your needs. 


SELECTING THE TYPES OF 
INSURANCE YOU REQUIRE 


To bottle you need a plant, machin- 
ery and equipment, as well as stock 
of raw materials to produce finished 
goods. Furthermore, the only reason 
for being in the bottling business is 
so you can earn a profit and that means 
that if a business is worth establish- 
ing it is worth protecting. 

Bottlers of franchise drinks have a 
still further problem. If the syrup 
companies that supply you have but 
one plant and that plant should burn 
then you are out of business just as 
effectively as if your own plant were 
shut down because of fire or other 
peril. 

Protecting physical assets is sound 
business practice and most bottlers do 
carry such insurance. Few, however, 
cover loss of earnings or extra ex- 
pense caused when a fire forces a plant 
to shut down. The cost of earnings 
insurance is usually at a much lower 
rate than charged for a bottler’s build- 
ing insurance. 


No Plant Immune From Loss 

Many times bottlers have told us 
their plants can’t burn, wind will never 
strike it, nor explosion blast it to 
pieces; but year in and year out since 
1900 we have seen properties com- 
pletely destroyed by such perils. It is 
wishful thinking to believe that losses 
always happen to the other fellow. 
For example, at Hamlet, North Caro- 
lina a fire which started as a result 
of a short circuit in a wood switch 
panel did $55,000 worth of damage to 
a brick bottling plant. At Mishawauka, 
Indiana, a defective oil burner caused 
a loss of $119,400 to a brick bottling 
plant. Because of insufficient insurance 
the bottler lost about $46,000 out of 
his own pocket. At Dallas, Texas, rain 
coming through a leaky roof caused 
a short circuit which caused damage 
of $108,153 to a brick bottling plant. 
Last year windstorms took their toll 


of bottling plants with a brick bottling 
plant at Waco, Texas, being damaged 
to the extent of $58,547 and a plant at 
Worcester, Massachusetts damaged to 
the extent of $29,373. 

You can see from these samples the 
importance of carrying Fire, Light- 
ning, Windstorm, Hail, Explosion, 
Riot, Damage from Falling Aircraft 
and Vehicles, as well as Smoke Dam- 
age and Vandalism and malicious 
Mischief. 

Should your plant be protected with 
automatic sprinklers then at least on 
machinery, equipment, and stock you 
should carry some Sprinkler Leakage 
protection, for water will do just as 
much damage if accidentally dis- 
charged from a sprinkler system as 
if set off by a fire on your premises. 
In those areas that show serious earth 
faults even though no previous earth- 
quake has occurred, this type of cover- 
age should be carried because it could 
devastate your plant. 


Important Points To Watch 

Unfortunately, the so-called Stan- 
dard Fire Insurance Policy is a mis- 
nomer. It is true that its provisions 
are standard. Insofar as each indi- 
vidual plant is concerned the policy 
must be tailor-made to fit the problems 
of ownership of each bottler. The need 
for properly drawn forms is apparent. 
Also if you want insurance to pay you 
in full without deduction from your 
loss, have the Replacement Value 
Clause included and collect your build- 
ing and machinery loss in full. 


insurable Values 

Many firms base their insurance on 
values as carried in their books of 
account. Generally such values are so 
far from the true insurable value as 
to create a serious deficiency should 
a plant owner attempt to base his in- 
surance on them. 


TO BE CONTINUED 


Next month, in the second install- 
ment of this article, the author 
discusses other insurable causes of 
loss, such as occupational and com- 
pensation liability, compulsory in 
all States; automobile insurance; 
general liability and miscellaneous 
forms like burglary and check 
forgery. A following article will 
take up the subject of selecting an 
insurance carrier. 


WHY NOT IN YOURS? 


lt can be FIRST IN SALES 
IN YOUR MARKET 


Left a CHEER UP representa- 
tive give you details on profit 
making CHEER UP .. » how 
it is first In sales among drinks 
of its type in many markets. 
Write today! 


Ve 


FRANCHISE 
OFFERS YOU 


A FLAVOR THAT’S POPULAR WITH 
ALL AGES! YEAR ROUND! 


7 OZ. BOTTLE PLUS FAMILY SIZE 
PACKAGE. 


PROTECTED TERRITORY 
NEVER VARYING QUALITY 
INCENTIVE PLANS 


WRITE TODAY! 
Get the full Gotame on the 


make the most of your market 
with a Cheer Up Franchise! 


THE CHEER UP COMPANY 
2001 South Ninth St. 
St. Lowls 4, Mo. 
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TALKING-UP “THAT BIG ORANGE DRINK, SUNCREST” 


Andy Griffith, comic recording star whose Capitol record, 
“What It Was, Was Football” boosted him overnight to the 
national limelight, does a little boosting of his own for 
SunCrest. Andy is shown at a personal appearance in 
Atlanta, talking up “that big orange drink.” National Nu- 
Grape Company, makers of SunCrest flavors, has built a 
hard-selling advertising and sales promotion around 
Andy's famous, drawling phrase: “Think I'll have another 
big orange.” 











NOW R.Q. SELLS RC 


Popular Robert Q. Lewis is now featured in the most pow- 
erful advertising campaign ever launched by Royal Crown 
Cola. The famous radio star will be seen in 4-color Sunday 
comic sections, daily newspapers and national magazine 
ads. In addition, Robert Q. will be selling Royal Crown 
Cola on his program every Saturday morning over the 
CBS Radio network. 
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‘““Orange-CRUSH has been a 
major factor in the continued 
expansion of our business. It 
has shown a sales increase in 
our market every year. Its con- 
sistent year ’round sales have 
helped us to keep our winter vol- 
ume high. We know that Orange- 
CRUSH will play an increas- 
ingly important part in our fu- 


ture plans. 
— Wilbur Horton 
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WILBUR HORTON OF WASHINGTON, NORTH CAROLINA 


franchise. 


Orange-CRUSH Company - 
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has made an outstanding 


success in the bottling business. He 


and twelve trucks are in operation. 
Mr. Horton feels that Orange-CRUSH has 


played an outstanding part in his success. 


318 W. SUPERIOR ST., 


CHICAGO 10, 


peetetagy 


TT} 


began operations in 1946 with one truck and one national 
In 1948 Orange-CRUSH was added. Today a new plant 


with 2,000 cases per day capacity has just been completed 


ILLINOIS 


37 
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SIMPLEX CUP DISP 


Simplified design with 
¥% the usual parts)means 
smoother function... fewer service 
calls...less cost! 


weep Ss 







Turret entirely loaded from the front. 








Greater cup capacity, yet no extra height. 






Clear plastic turret gives you visibility 
for inventory. 








Positive delivery of cups. 






Mechanically designed to prevent cup 






stealing. 







One motor drives the entire mechanism. 










You'll save money because there will be 






less ‘‘down time’”’ and fewer service calls. 







NO. 7000 
6-Stack Cup Dispenser . . . $47.75 F. O. B. St. Louis 
(Old Standard Model formerly $65.95) 


NO. 7100 


10-Stack Cup Dispenser . . . $54.75 F. O. B. St. Louis 
(Old Standard Model formerly $74.15) 


LIBERAL TRADE-IN ALLOWANCE 












NO. 7100 





Comparison will prove there 4 no comparison 
ATLANTA 3, GEORGIA, 685 Peachtree St., N. E.—Phone: ELgin 4318 


aN A T i °o Ni A L a» Rij ECTO a sy INC. CHICAGO 39, ILL, 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
: 4 DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 

TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 

WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St—Phone: I!linois 8-6302 


5100 San Francisco Ave. « St. Louis 15, Mo. 
Phone COlfax 1-1900 


















Cooler Maintenance 


Three ways to reduce costs of this 
essential department are cited by Rock 
Hill (S$. C.) Coca-Cola. 


FE wwrenance and repairs on coolers and vendors 
can be more than a time-consuming nuisance. It can 
be a very costly part of the bottler’s efforts, eating 
deeply into pure profit. The more types of coolers 
and vendors that have been put out in the territory, 


the more complicated the problem becomes, with the 


potential variety of replacement parts needed. 





When a work order comes in, the first step is to consult 
the Book Kardex stock control to find the bin number for 
the desired part and its cost for invoicing. At the same 
time, the deduction from inventory is entered. 
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Selection Builds Bigger Cold Bottle Volume! | 





VENDOR AND COOLER NEWS 
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But at Rock Hill Coca-Cola Bottling Co., Rock Hill, 
| S. C., these problems have been virtually eliminated 
with a three-point program instituted by William M. 

Mauldin, Jr., manager of the plant. 
First, eliminate the responsibility. In the late 40’s, 
Mr. Mauldin commenced to remove the source of 
service responsibility by engaging in a program of 


selling the vendors and coolers to the retail outlets. 
The greatest majority are now owned by customers, 
with only a few on a per-case rental basis. This 
means that when service attention is required, it is 
at the expense of the customer after the initial 
guarantee period. 

The bottling plant maintains a complete service 

















e Simplicity of de- 
sign. Smooth, easy 
working coin unit 
and single moving 
part makes for 
trouble-free oper- 
ation. 

Packaged Refrig- 
eration Systems 
are interchange- 
able and hold 
maintenance costs 
way down, thus in- 
suring trouble-free 
service. 




















© Low initial costs, lowest coin unit conver- 
sion costs. Place more vending units with 
a smaller investment. 









Ask about the new flexible financing plan 
that conserves your capital. It will help you 
start your vending program now! 















Service Manager Henry F. Moore selects the needed part 
from the neat, numbered wooden bins where all cooler 
and vender repair items are stocked. 
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department to offer prompt repair aid—but when 
each job is completed, the service man has a bill 
ready for the customer for the cost of the parts and 
the time consumed on the job. These moderate 
charges are paid without question by retailers in 
the territory served, greatly reducing the expense 
of service operation to the bottler. 


Second, classify the inventory. There is only one 
way in which properly to operate any mechanical 
parts department, says service manager Henry F. 
Moore. That is to have individual bins for the 
storage of the parts, with each bin numbered and 
preferably labeled with its contents. 


When the parts are properly stocked, they are not 
apt to become damaged before use. The right part 
can be found quickly when wanted. A wooden bin 
construction is easy to put together, and the photo 
here shows how Rock Hill Coca-Cola has accom- 
plished this task. 


Third, control the inventory. Parts, motors, 
mechanisms and accessories for a variety of coolers 
and vendors can easily add up to hundreds of items. 
Having them “findable” in bins implies some sort of 
index or listing, and this in itself makes it easy to 
keep a record of usage so that inventory can be 
balanced to the probable need. 


This progressive step was instituted about a year 
ago. In the service shop there are two metal Book 
Kardex units, arranged so that each pocket contains 
as many as ten small cards, each visible. Thus parts 
can be grouped together by type, make or utilization 
as may appear most convenient. 


With an inventory entered on the card, and each 
withdrawal noted by date, it is easy to determine the 
parts that are overstocked and those which should 





When the service call is completed, a bill is presented 
for material and labor costs, which is paid on the spot 
by the retailer. 
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Got YOUR copy yet ? 
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it’s yours for the asking! 


Get the facts—all of them—about Sucaryi and the booming market 
for non-fattening soft drinks and foods! This new, informative 
booklet tells you how Sucaryt, the sensational non-caloric 
sweetener, can be used in your product... how Sucaryt will 
enable you to make the most of the fastest growing field in the 
beverage and food industries. It tells how SuCARYL was developed ... 
how it was tested . . . plus all technical data! It’s required reading 
for anyone who wants to know all the answers about the biggest 
business opportunity that’s come along in years. If 


that means you, send for this free booklet today! 


MAIL THIS COUPON TODAY FOR YOUR FREE COPY! 





Chemical Sales Division, Dept. NBG 
Aspsotr LABORATORIES 
Nortu Cuicaco, ILLInors 


Please rush a free copy of ‘‘ Making the Most 

















of the Dietetic Market—with SuCARYL”’ to: 
FIRM: 
STREET 
CITY ZONI STATI 
ATTN: 
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be ordered more frequently. Keeping the record 
requires only a few seconds per transaction because 
it must be consulted to learn the bin number where 
the part is stocked. The entry of the deduction is 
simple, perhaps indicating the immediate need to 
order an additional supply of the part. 

The detail of using the record varies with each 
item. For example, if only one of a certain mechan- 
ism had been used in a whole year, it would be 
ridiculous to order in six for stock; or conversely if 
a certain part were frequently called for, it would 
save time and expense to order enough for three 
months’ expected use on a single requisition. 


With such study and observation of the Kardex 
inventory control, it has been possible to reduce the 
stock of vendor and cooler parts considerably, thus 
effecting a substantial economy in investment. 

There is nothing complicated about this idea. 
Any bottler can adopt it—now! 


Canada Dry Launches Pilot Program 
In Vending Machines 


Canada Dry is taking another important step in 
its long-range campaign to widen the consumption 
»f ginger ale as a refreshment beverage by launching 
a pilot program in the vending machine field. 


Explaining the company’s aims, vice president 
Wilbur M. Collins said that “bottle vending ma- 
chines are by no means new, but in the case of ginger 
ale, we first had to cultivate a popular taste for 
ginger ale as a soft drink. Now that we have gained 
wide acceptance in the home market, the next step 
is to develop the large market of consumers away 
from home.” 

Beverages made from Canada Dry syrups have 
for some time been dispensed through automatic 
cup vending machines operated by concessionnaires, 
Mr. The new development is the 
company’s purchase of a substantial number of 


Collins stated. 


bottle vending machines for a broad test in selected 
cities across the country. They are being placed in 
such outlets as factories, office building, schools and 
youth ter- 
minals and wherever groups of people gather. 


colleges, centers, super-markets, bus 


The majority of the machines will be owned and 
serviced by Canada Dry, in what the trade calls 
“full service” routes, with a commission being paid 
to the location owners. Other methods of placement 
will also be employed to get a complete distribution 
pattern, Mr. Collins said. 

Various makes of machines will be used, in sizes 
Most of 
these will be single-flavor venders, but some will be 
All will be 
installed in time for the coming summer season. 


ranging from 55 to 240 bottle capacity. 
selective or multiple-flavor machines. 


“While we will be testing one type and size of 
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Step up Sales by 
Serving Drinks 


REALLY COLD 


... get FAST, SURE COOLING 
and TROUBLE-FREE OPERATION 


with Aas WVARIETEE! 





Atlas WARIETEE com venvor Junior 


A really great buy in the small vendor field, the JUNIOR (illustrated 
above) occupies less than 5% square feet of floor space. Completely 
removable, hermetically sealed % H.P. Cold Wall Refrigeration Sys- 
tem with Chieftain (Tecumseh) compressor. Vends five flavors and 
handles all size bottles, 6 oz. through 12 oz. Vends 60 6-oz. bottles; 
pre-cools 80; vends 51 12-0z.; pre-cools 61. Equipped with National 
Rejector’s coin mechanisms and changers. Wide selection of electrical 
or manual models, easily converted to meet price changes. 


Atlas VARIETEE com venpor Senior 


This time-tested, location-tested vendor (upper left) with Stratified, 
Controlled Cold Air Flow vends seven flavors and handles all size 
bottles, 6 oz. through 12 oz. Vends 105 6-oz. or 95 12-0z. Extra refrig- 
eration capacity assures constant flow of really cold drinks. Equipped 
with wide selection of National Rejector’s coin mechanisms and changers. 


Atlas pry evectric COOLERS — 2 moves 


The SENIOR Model uses the same sturdy, heavily insulated cabinet as 
the Senior VARIETEE, with Stratified, Controlled Cold Air Flow, and 
has a capacity of 210 6-oz. bottles standing, or 320 corded. 


The JUNIOR Model is identical in size with the Junior VARIETEE 
and uses the same compact cabinet and % H.P. refrigeration system; 
capacity, precool 80; standing, 88 — a total of 7 cases. If corded, service 
compartment holds 115 —a total of 8 cases plus 3. 


ATLAS METAL WORKS 


VENDOR DIVISION, P. O. Box 5208, DALLAS, TEXAS 


West Coast Distributor 


San Francisco ¢ Los Angeles ¢ Seattle 


JOHN MULHERN CO. @ 





ATLAS METAL WORKS, Vendor Division 
P. O. Box 5208, Dallas, Texas 


Please send me complete information about Atlas Vendors and Coolers. 
Name 
Address 


City State 





Firm 





Atlas Dry Electric COOLER Junior 
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machine against others, our principal aim is to 
determine the rate of movement of ginger ale in 
comparison with other flavors,” Mr. Collins said. 
No comparison of brands will be involved, he added, 
since all products in the selective venders will be 
Canada Dry beverages. Included in the test program 
will be a number of new, somewhat experimental 
types of machines. 

The pilot study will be carried through Septem- 
ber, and “‘will produce the vital information neces- 
sary to enable us to develop a sound, tested plan for 
expansion into this field.” Mr. Collins expects this 
plan to be implemented more widely by both the 
company and its licensed bottlers next year. 


New Organization Takes Over 
Mills Industries, Inc. 


Following a previous Board Meeting held April 9 
at Mills Industries, Inc., Chicago, a reconvened meet- 
ing was held recently to confirm the purchase of 
the capital stock of the corporation including that 
of former Chairman Ralph J. Mills and former 
President Herbert S. Mills. 

New officers and directors were elected as follows: 
Mr. A. E. Tregenza, formerly Executive Vice Presi- 
dent, now President; Richard F. Dooley, Executive 
Vice President; Walter F. Hermann, Vice President 





A. E. TREGENZA 





in Charge of Manufacturing; G. T. Lawler, Treas- 
urer; Fred G. Pace, Secretary, and Joseph J. 
Koster, Assistant Secretary and Assistant Treas- 
urer. The following were named directors: William 
P. Ronan, Harold §S. Russell, Mati O. Blesius, 
Charles T. Scott, Frank E. Reilly, Richard F. Dooley 
and A. E. Tregenza. 

The company, established in 1889, will be con- 
tinued with the same corporate name and its line 
of beverage coolers, vendors and continuous ice 
cream making machines extended. The management 
also plans to release for early production a number 
of new products that have been engineered and 
field tested. 


Youth Will Be Served 


The Dr. Pepper Bottling Co. of South Bend, In- 
diana, installed a “General’’ Bevmart model selective 
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A YOUNG CUSTOMER 


Simple operation and performance are fea- 
tured in this General Vending Machine Co. 
' Bevmart model. Seven-year-old Judy Ann 
Kubsch of South Bend, Ind. has no trouble 
| getting a bottle of soda from the vender. 








vender in the Kayline Industries building in that 
, city. Henry L. Lencki, bottling company president, 
} finds that “availability” of the product is half the 
battle towards increased volume at a profit and uses 
} 


> 


“General” venders to that end. 

Four brands of soft drinks are featured in this 
five-flavor Bevmart model: Dr. Pepper, Dad’s Root 
Beer, Kist and Sparkling Life. Mr. Lencki reports 
that this vender has been in use for about a year and 
a half without requiring any major service. 





SMART, FUNCTIONAL DESIGN 


This vender is furnished under Ideal’s at- 
tractive financing plan for those contem- 
plating an aggressive cooler program. It is 
sponsored by Hires for its simplified func- 
tional design, which has made it success- 
ful in every type of outlet at low main- 
tenance cost. 
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— “LYON” 


You Can Be Sure That 
LYON Machines Are— 
A Quality Product... 


e Honestly Priced... 
¢ Truthfully Represented... 


MR. Operator — Do You Know That — 
1. THE LYON MACHINE 


has the largest drink capacity of any beverage machine—cups 
and matched syrup—!400 drinks. Reduces service expense. 


2. THE LYON MACHINE 
was originally built only after consultation with outstanding 
engineers in the sanitation field. Will pass all sanitation 


requirements. 


3. THE LYON MACHINE 
has for years proudly borne the Underwriters’ Laboratory 
seal of approval which indicates that the materials are the 
finest procurable and the rugged construction of the machine 
is perfectly engineered. 


4. THE LYON MACHINE 
consistently delivers cold, properly carbonated drinks as fast 
as coins are inserted without the loss of either uniform high 
carbonation or degree of chill because the refrigerating 
system in the LYON machine is different and superior to 
any other. 


5. THE LYON MULTIPLE MACHINE 
has a new coin selector system whereby the customer drops 
his coin in the slot opposite the flavor he wants—and that's 
all. He gets his drink with no buttons to push—no dials to 
turn— and no gadgets to fuss with. Each flavor has its own 
"sold out'’ sign. If one flavor runs out, the others keep on 
selling. 


6. THE LYON MACHINE 
does not require a large, expensive stock of spare parts. 
Operators are amazed when they discover the small amount 
of investment required for this purpose. Speak to an opera- 
tor of LYON machines. You will be pleasantly surprised at 
his story. 


7. THE LYON MACHINE 
comes in three models—single, dual and three-flavor. Why 
not additional flavors? Well, ask experienced operators. 
Syrup percentage sales prove that more than a three-flavor 
machine is not economically justified; otherwise, LYON 


INDUSTRIES would make them. 
8. THE LYON MACHINE 


multiple flavor—can be operated with three carbonated 
drinks or two carbonated drinks and one still drink. A simple 
toggle switch and the third drink is changed from carbonated 
to still. This attachment is standard equipment. 


9. THE LYON MACHINE 
single, dual and multiple—has interchangeable parts. All 
have the plug-in electric heart which simplifies and speeds 
servicing. 


10. THE LYON MACHINE 

performs perfectly—satisfies the customer with a palatable 
cold drink (no matter how many nor how fast they are 
required to serve)—and provides the operator with a profit- 
able, relatively service-free operetion. 


Standard Colors:— 
RED, BLUE and GREY 








Integrity... 





Available in marbelized 
front fas illustrated) 
or plain front (slightly less). 


LYON INDUSTRIES, Inc. 


373 FOURTH AVE. NEW YORK 16, N. Y. 
Telephone: MURRAY HILL 6-0255 













































...Now—you can offer the new sensational 


FIBERGLAS™ Portable Cooler! .. . 





*Trade Mark, Owens-Corning Glass Co. 


@ Available with appropriate trade mark in color for Dr. 
Pepper, Grapette, Squirt, Pepsi-Cola, Coca-Cola... 

© Capacity: 24 7-oz. or 8-oz. bottles (Upright) 

SPECIAL INTRODUCTORY OFFER: For a limited 1 $ 50 

time only, these coolers are priced at. . : 

Net, F.0.B. Wichita, Kansas .. . 


WRITE - PHONE ~- OR WIRE IMMEDIATELY! 


FRANCHISE BOTTLERS, Inc. 


110 S. Central Ave. St. Louis 5, Missouri 
PArkview 8998 










CORRECT! 
oe IT’S A 





Wise buyers always insist 
upon quality. That is why 
leading soft drink 
bottlers everywhere choose 


Vaughan bottle openers. 


VAUGHAN MFG. CO. 


World's Larges? Manufacturer 
of Can and Bottle Openers 


3211 Carroll Ave., Chicago 24 
A HALF-CENTURY OF QUALITY AND SERVICE 
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LOWEST COST BOTTLE 
VENDERS ox che Warket! 


ifaelt) )(srigact: 
Operation! 
No Profits Wasted 
on Maintenance! 





SIMPLIFIED 
COIN MECHANISM 








(Over 150,000) in use. Only 
one reported coin mechanism 





service call on ‘‘Generals” in 


past two years. 
@ SELECTIVE TYPE 
Vends 6 to 12-oz. bottles 
without adjustment 
@ BEVMART MODEL vends up to 5 flavors 
Cap.: 2 cases vending; 1 pre-cool 
@ VENDMOR MODEL vends up to 10 flavors 
Cap.: 4 cases vending; 2 pre-cool 
@ EASY TOP LOADING—NO STOOP—NO SIDE DOORS 
* 
© 
-) 


BEVMART MODEL 
30°'W x 211/2"D x 37”H 


Can fit anywhere—in corner or against wall 

FASTEST COOLING-—Dry “Coldwall” 

HERMETIC COMPRESSOR —No troublesome blower motor 
SIMPLIFIED DESIGN 

Fxclusive delivery disc; only 1 moving part 


/ENERAL VENDING MACHINE CORP. 


alert PA aol HLL 


prices — deta 
3338 CHIPPENDALE. Ave. PHILADELPHIA 36, PA. 














Filtered Water Supplied by 


BOWDEN DOUBLE CYLINDER FILTERS 
Assure a Better Bottied Product 














The double cylinder combination illustrated, consists of 
a Quartz Filter which removes suspended matter and 
turbidity, and a Minchar Filter which removes chlorine, 
taste, odor and discoloration. Under certain conditions 
a single Filter Unit is sufficient. 

Hygeia also manufacturers the Lynn Self-Cleaning Stone 
Filter used in many bottling plants. 


Tiugela 


Our 55th Year 


FILTER COMPANY 


3426 Denton Avenue, Detroit 11, Michigan 








Appointments at Apco, Inc. 


Sam Kresberg, president of Apco, Inc., manufac- 
turers of the SodaShoppe line of soft drink cup 
dispensers, has announced the appointment, effective 
June 1, of Stanley Reehling as a vice president of 
the company. 

Mr. Reehling will be in charge of Apco’s new 
Western Division and will be headquartered in Los 
Angeles. A new branch office is now being set up in 





STANLEY REEHLING 





that city. It will include a Customers’ Service Divi- 
sion which will be staffed by trained Apco service 
engineers. 

Simultaneous with the announcement of the Reeh- 
ling appointment Mr. Kresberg announced that Mel 
Rapp has been made the executive vice-president of 
the Company; and, that Gerald L. “Buddy” Rosen- 
thal, divisional manager covering 8 Eastern states 
with offices in Washington, D. C., 
president of the Company. 


was made a vice- 


Spacarb-Navenco Deal Still Pending 


Confirmation of a pending Spacarb-Navenco ar- 
rangement on the sale of the former’s Super-Vend 
inventory was jointly announced by I. H. Houston, 
Spacarb president and Joseph Dobson, executive 
vice president of the new Navenco interests. 

Before actual contracts are signed and Spacarb 
representatives start handling the Super-Vend cup 
machine, Navenco must conclude agreements with 


credited sources for financing time purchases by 
operators. 

In addition to handling the Super-Vend machine 
through its representatives, Spacarb will also waive 
patent rights on its Mix-a-Drink unit for use on 


the machines. 


Install Bottle Vending Machine 
on Golf Course 

A soft drink company, the Des Moines Coca Cola 
Co., was granted permission recently by the Des 
park board to set up an automatic 


Moines, Iowa, 
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bottle dispensing machine on the tenth tee at the 
Waveland gold course. 


The machine will be housed in a small building 
which can be locked at night. A sketch presented by 
C. J. White, manager of the bottling concern, showed 
that the building will be complete with advertising 
slogans and signs. 


Profits over and above the 4-cent-a-bottle cost of 
the beverage and breakage will go to the municipal 
park board. 


Organize New Vending 
Equipment Company 


Wayne E. Sloyer and Arthur W. Sloyer, Jr., have 
announced the organization of the Sloyer Sales and 
Manufacturing Co., San Francisco 7, Calif. to en- 
gage in the manufacture and distribution of vend- 
ing machines for the soft drink industry. 


Recent addition to the new vending line developed 
by this company is the Sloyer Select Model 100. 
This unit has a total capacity of 9 cases with 5 
cases in the pre-cool chamber. Refrigeration is a 
packaged system with % H.P. hermetically sealed 
compressor and separate blower motors. The cabinet 
is finished in a durable baked enamel finish and 
measures 38%” in height by 46” in length and 
28%” in width. Colors include orange, red; blue, 
white; green, yellow. 

According to the manufacturer, this vender fea- 
tures a mechanical coin unit with a 5c or 10c opera- 
tion which is optional. 





EYE APPEAL MEANS BUY-APPEAL 


The new Sloyer Select Model 100 has a capacity of nine 
cases in the pre-cooler chamber. Durably constructed, the 
unit features a refrigeration system that requires a mini- 
mum of maintenance with a hermetically sealed compres- 
sor. Bright baked enamel finishes in a variety of popular 
colors add eye-appeal to these vending machines. 
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There’s DOUBLE PROFIT 


Ring up sure profit on each cooler sale or rental . . . 


plus 


... profits from increased beverage sales. 


Write for free circular 


PROGRESS REFRIGERATOR COMPANY 
LOUISVILLE 1, KENTUCKY 







MODEL NO. A-1 


CAPACITY: 
32 6-oz. bottles 
24 12-0z. bottles 
in ice. 















Removable food tray. 








there $ profit 





PORTABLE SPECIAL 
EVENTS COOLER 


MODEL NO. 183 


Patent Pendina 







CAPACITY: 
Legs quickly removable - 
5 cases 12-02. bottles ht inside chest. 


7 cases 6-oz. bottles. ‘ 
Weight only 65 lbs. 


BEVERAGE COOLERS 
PORTABLE COOLERS... WATER COOLER 


n Progress! 








Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 
ation, no operating costs. Use full-sized 50-Ib 
cakes of dry ice or liquid CO,. Work equally well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 


Write for complete details, prices 


DRY ICE CONVERTER 
CORPORATION 









DRY ICE 
CONVERTER CORP. 


TULSA. OKLAHOMA 











Dept. C., Box 1652, Tulsa, Okla. 





STAR at 


Pe | le eee 
—~ Ps = 





CONVERT YOUR “PICK-UP” 


TO A MODERN SERVICE truck! 


Quickly...and at low cost...you can mount 

these All-Steel, Welded Side Boxes on ANY 

MAKE OR MODEL of pick-up truck. Keep 

tools and equipment dry, safe, organized. 
Write today for Literature and Prices 


STAH L METAL PRODUCTS, INC. 


3490 W. 140th ST., CLEVELAND 11, OHIO 





























THIS 24 HOUR SALESIVAN 














For Complete Details Write: 


CENTRAL TOOL COMPAN 


CHOICE VEND DIVISION 
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See for yourself how this super-salesman, Choice -Vend, 


always satisfies and piles up profits in the rush hours—serving 


more folks their choice—satisfying more people per minute and 
MAKING MORE PROFIT PER HOUR... FOR YOU! 


Easily adapted for can vending 





Y Inc. 1712-1714 MAIN STREET HARTFORD, CONNECTICUT 





Franchise Bottlers, Inc. Introduces 
New Fiberglas Cooler 


Franchise Bottlers, Inc., St. Louis, Mo., have 
announced their new all-Fiberglas Portable Cooler, 
available at this time to bottlers of Dr. Pepper, 
Grapette and Squirt beverages. 


DrPeppe,- - 





SMART DESIGN 


The striking new beauty of this fiber glass cooler, together 
with its light weight and handy features, make it a valu- 
able addition to any advertising or sales program. 





According to G. F. Church, president of the firm, 
the new 24 bottle cooler weighs only nine pounds, 
yet has the tensile strength many times that of 
stainless steel. The unit is triple insulated, with two 
fiber glass plastic walls and a mass of fiber glass 
insulation between. The lid is designed to be usable 
as a serving tray. The case tank and lid are entirely 
fabricated of fiber glass, and cannot rust, corrode, 
dent or puncture. 


NAMA Selects Theme for 1954 


, 


“Blueprint for Progress” has been adopted as the 
theme of the 1954 National Automatic Merchan- 
dising Association, it was announced by the General 
Program Chairman Frank J. Bradley. 

He stated that “sound progress cannot ke attained 
in any business or industry without careful plan- 
ning. The 1954 convention program is being 
planned to give every vending operator, regardless 
of size, an opportunity to become increasingly aware 
of current trends in vending so that he can apply 
them to his business, thus building his own ‘Blue- 
print for Progress.’ ” 


The 1954 convention and exhibit will be held July 
10-13 at the Washington Armory in Washington, 
D. C. 
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Hires Selective Vender Available 


The popular selective vending machine made by | 


the Ideal Dispenser Co., Bloomington, IIl., that has 
greatly increased “on the premises consumption”, 
is now being delivered for Hires outlets. Arrange- 
ments have been made by The Charles E. Hires 
Co. whereby the Ideal Vender—with full color Hires 
Trade-Mark—may be ordered by bottlers direct 
from the manufacturer. 


Picnic Cooler Announced by 
Atlas Too! & Mfg. Co. 


Portability and ease of handling are featured 
in the 1954 model PC-18 Port-About picnic cooler 
designed and manufactured by Atlas Tool & Mfg. 
Co., 5147 Natural Bridge Blvd., St. Louis, Mo. 

Well-received by a number of parent companies 
and their bottlers, the Port-About cooler has a new 
handle which also serves to hold the recessed lid 
tightly closed. Only a touch of the hand is required 
to open the lid. 

A list of other important features includes light 
weight (121% Ibs.), welded steel construction, gal- 
vanized steel liner, spun glass insulation, drain, 
bottle opener and aluminum food tray. The unit 
currently in production has a capacity of 18 12- 
ounce bottles or a full case of some of the smaller 
soft drink bottles. Drinks, according to the manu- 
facturer, stay cold 36 hours or more. Coolers may 
be ordered to color specifications with the brand 
name embossed and screened on the sides. 





Small enough to tuck away in the car, the smartly styled 
Atlas Port-About Cooler Model PC-18 is big enough to 
keep plenty of food and drink cold. The cabinet features 
rugged welded steel construction insulated with thick 
Cellufoam. The lock-seam galvanized steel liner elimi- 
nates rusting or leaking. 
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this crown delivers 


Armstrong’s Hi-Speed Crowns 































feel why 


more Cases per day 


What's the difference between crowns? It may be hard for your eyes to 
tell, but not for your fingers! Run them over the underside of several kinds 
of crowns. Notice how smooth the Armstrong crown feels . . . you can pick 
it out every time without even looking. 

That lack of burr is the simple reason why Armstrong’s Hi-Speed 
Crowns are able to minimize skips and hang-ups . . . why they deliver 
more cases per day. It’s also why you get fewer scratched decorations, less 
dust, and a cleaner bottling operation. 

The proof is on your own lines. Performance-test these crowns yourself 
and see the way they can boost production. We'll gladly help set up a test 
run. For complete details, get in touch with your nearest Armstrong office 
or write direct to Armstrong Cork Company, Glass and Closure Division, 
5906 Coral Avenue, Lancaster, Pennsylvania. 


Western Representative: 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 









Pepsi To Accelerate Cup Vending 
at Parks 


Pepsi Cola’s campaign to increase the coin-oper- 
ated cup vending of beverages—particularly its own 
—at amusement parks will be stepped up in the 
next couple of weeks. 

Tried experimentally at one park last year for the 
first time, Pepsi reported the project highly success- 
ful with 1,500 extra drinks being sold on the aver- 
age day. At 10 cents a cup a five-month gross of 
$22,500 was reported realized. 

Apart from the potential earnings, the Pepsi 
inducement is a special plan to assist the park 
owner in the acquisition and operation of cup vend- 
ing equipment or in cementing a pact with an es- 
tablished operator. 

Along with easy financing, Pepsi will offer park 
operators their choice of 1, 2, 3, 4, 5 or 6-flavor 
machines made by the leading manufacturers. The 
only stipulation is understood to be that the ma- 
chines be painted Pepsi blue, and carry the com- 
pany’s famed shield. Additionally, the one cola drink 
dispensed in each machine must be Pepsi. Any other 
sirup flavors of the operator’s choice may be used 
if the machines contain more than one column. 

Pepsi is pushing the novel dispensing of beverage 


at amusement parks on the basis that no attendant 








ELECTRIC AND ICEe e& 


— 


MODEL 
1400-WD 
ELECTRIC 





It pays to offer your outlets the 
very best—the pioneer, proven 
QUIKOLD line that’s engineered 

: right—priced right. 
Choice of many 
models, ice and 
electric. 


‘S:S))Products Inc. 


Pp. ©. BOX 1047 * LIMA,: OHIO 
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is required and that the machines will earn profits 
over more working hours and in locations that do 
not now justify staffing a regular refreshment stand. 
The use of cup venders is being promoted strictly as 
a supplemental servicing of patrons. 

Paul T. Little, manager of Pepsi’s cup vending 
division, also says the venders will absorb the over- 
flow when refreshment counters become jammed 
and will make fringe areas, such as picnic groves, 
ball fields and low traffic areas productive. 

Under the Pepsi plan the vending units will be 
equipped with decorative canvas roofing for eye 
appeal and weather protection. Pepsi sirup will be 
offered at a special low price. A free Pepsi survey 
will determine the need, if any, and the number of 
machines that can be profitably employed. 


Canada Dry Pushes TV Film 
Premium Promotion 


Canada Dry is probably the first soft drink com- 
pany to tie in a TV film premium promotion with 
its vending machine distribution. The beverage com- 
pany, which sponsors the “Annie Oakley” film series 
in some 80 markets, is offering an Annie Oakley 
billfold to its machine customers. 

Streamers posted on all Canada Dry drink ma- 
chines are promoting the offer with pictures of 


WILL INCREASE SALES 
FOR YOU: 


Every day—every month—for over a quarter of a century... 
QUIKOLD coolers have increased sales of bottled drinks! Invit- 
ing appearance, easy accessibility, just right cooling for 
thirst satisfaction offered by QUIKOLD units build steady sales 
volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


MAIL COUPON NOW FOR 
COMPLETE DETAILS!? 
Gentlemen: 


Without obligation please send complete information 
and prices on all QUIKOLD models. 


Se aaitiisemvastienenciinee ietibsilitiiniectians 
ADDRESS : ins 


| 
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Gail Davis, who plays the title role in the film series. 

The wallets are being made available for two 
pressed Canada Dry paper cups and 25 cents. A 
pad of coupons is being posted on every machine 
to facilitate the requests. 


The machine promotion was launched recently, 
following Canada Dry’s initial blast on its store 
merchandising aimed at its bottle customers. 


Selectivend Corporation to Produce 
Vender for Seven-Up 


Fred F. Johnson, president of the Selectivend 
Corporation, Kansas City, Missouri, has announced 
that the company has recently signed a contract 
with the Seven-Up Company for manufacture of 
several thousand exclusive Seven-Up venders. These 
machines will be sold under the name of “Selvend”’ 
which is a new company formed to handle this 
contract. 

According to Mr. Johnson, more than 250 of the 
new vending machines are in use by Seven-Up bot- 
tlers from Canada to the Gulf of Mexico and from 
the east to the west coast. Current reports from the 
Seven-Up Company indicate that their vendors are 
doing an excellent job of merchandising through 


the new Selvend venders. 





“Circumstances alter cases .. .” Beverage cases 
are no exception. Their size, shape and construc- 
tion features are determined by the physical charac- 
teristics of individual bottles. 

“Custom-made” beverage cases are correctly 


designed to suit your needs, thus reducing break- 


age to a minimum. 


THE GREEN COMPANY unc. 


265 Post Road Darien, Connecticut 
Plant — Bellows Falls, Vt. 





National Bottlers’ Gazette 








PUNSHUUITTUUUUAEUOVGHAUUOREEYLAUOEHEE MTNA Neg 


I] 


nr tw 


e~\ — = FH 


< 


> & - > 








SUNN 


Teme . 


MUL 








Bottler Heads Louisiana 
CPA Chapter 


H. B. Wade, assistant secretary 
treasurer of Coca-Cola Bottling Co. 
of Shreveport, Inc., was elected 
president of the Shreveport Chap- 
ter, Society of Louisiana Certified 
Public Accountants. 


Personnel Specialist 

William C. Dahn, personnel di- 
rector, The Cleveland Coca-Cola 
Bottling Co., Cleveland, will be a 
member of the 1954 Personnel Poli- 
cies Forum, it was announced by 
the Bureau of National Affairs. 
Mr. Dahn has had experience in 
every one of this company’s oper 
ation and is considered one of the 
prominent personnel and industrial 
relations specialists in the country 
He will be consulted on such sub- 
jects as employment stabilization, 
employee benefits, company safety 
programs, orientation of new em- 
ployees, wage structures, and se- 


lecting new employees. 


Elected 

The Board of Directors of the 
Security Trust Company in Rich- 
mond, Va. has elected Lindsey Hop- 
kins to the board of the Coca-Cola 
Company. Mr. Hopkins will fill the 
vacancy resulting from the death 
of Mrs. Lettie P. Evans 


Promoted to Presidency 

Well known and popular Mid- 
western representative Stanley T. 
Olds, covering the States of Michi 
gan and Ohio for Magnus, Mabee 
& Reynard, Inc., has been elevated 
to the presidency of the Allied drug 
and Chemical Association of Mich 
igan. He is rounding out his ninth 
year with MM&R. 


Eisenhower Guest 

In March, Willard R. Cox, presi- 
dent of the Coca-Cola Bottling Co 
of St. Louis, and president of the 
St. Louis Boy Scout Council, was 
among the guests invited by Presi 
dent Eisenhower to a dinner in the 
White House. The President has 


frequently staged these small din 


ners of business leaders since he 
took office 
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gas + solid + liquid 


.» » buy from PURECO—supplier of high purity 
CO, for almost half a century 


. . . planned COz installations assure proper 
equipment tailored for present needs and 
future growth . . . investigate our equip- 


ment plan 
. 


There are 70 PURECO distributing points ready 
and willing to serve you promptly and assist you 
with technical advice on your special problems. 
Look us up in your telephone directory—or write 


our nearest office. 











mse CE Pure Carbonic Company 


A DIVISION OF AIR REDUCTION COMPANY, INCORPORATED 
| GENERAL OFFICES: 60 EAST 42ND STREET, NEW YORK 17, NEW YORK 
re aati 





NATION-WIDE ‘‘DRY-ICE’’ SERVICE-DISTRIBUTING STATIONS IN PRINCIPAL CITIES 
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Double-Cola 
Opens Plant In Texas 


Ox March 1, Double-Cola was introduced to El 
Paso, Texas by John Yowell, owner of Barq’s Double- 
Cola Bottling Company. 

Carefully timed with the opening of the El] Paso 
Home Show Food Fair, Double-Cola was exhibited 
in a large booth, decorated in black velvet and 
silver. Hostesses, in semi-formal dresses, served 
Double-Cola to the fair visitors. 

According to Mr. Yowell, more than 15,000 visi- 
tors sampled the soft drink at the booth and at the 
same time were given tags with numbers to match. 
When the wearer of a tag found another person 
wearing a tag with the same number, both persons 
were presented with a Rosy Nosey Musical Clown 
Doll. 

Barq’s Double-Cola Bottling Company has a 40- 
spout CEM filler, a 16-wide Meyer-Dumore Washer, 
a 1,000 CEM saturator and a fleet of seven delivery 


trucks. 





Boasting a fleet of seven new delivery trucks, Barq’s 
Double-Cola Botting Co. expends time and effort in train- 
ing their salesmen to do a good selling job. Lined up in 
front of one of the trucks are: (left to right) Oscar Romero, 
Cruz Parra, Jack Evans, Joe Sams, Enrique Minjares, Jesus 
Moran and Peter Morales. 








John Yowell, owner of the company, is shown watching 
the first bottle of Double-Cola coming off the production 
line. 
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FRANCHISE INQUIRIES FOR 
OPEN TERRITORIES INVITED 


NESBITT FRUIT PRODUCTS, INC. 
2946 East 11th Street, 
Los Angeles 23, California 


3 BOTTLE SIZES 


Centra 





Nesbitt's Color Ad to Run 
in National Magazines 


According to John T. Hunsaker, 
vice president of the Nesbitt Com- 
pany, nine national magazines will 
be used to tell the Nesbitt’s story to 
the nation during 1954. 

In making this announcement, Mr. 
Hunsaker states that this makes the 
fourteenth consecutive year that his 
company has used national magazine 
advertising. This year’s campaign will 
feature the “Happy Homes have Nes- 
bitt’s” theme. Each ad in the series 
illustrates youngsters having fun at 
home. 


Dad's Announces "Business 
Builder" Sales fer All Bottlers 


As a result of its successful experi- 
ence with special sales in previous 
years, Dad’s has just announced a 
whole new series of special sales for 
1954, especially designed to stimulate 
business in off-peak periods. 

Operating as they do in every part 
of the country, Dad’s bottlers differ 
in the times of their selling peaks, 
depending on climate. These sales are 
planned to go to work in off-peak 
months, to keep operations rolling at 
a fast clip, no matter what the 
weather may be. 

An unusual feature of this selling 


promotion is that it is set up for use 
on a flexible basis, depending on the 
price structure within a given area. 
A bottler can elect to use a 5c sale, a 
10c sale or a half-price sale, using 
the one which best fits the needs of 
his own particular market. These of- 
fers, which are backed by radio, news- 
paper and television advertising, offer 
the consumer a second carton (or a 
second 32-ounce bottle) at a consider- 
able saving. 


Canada Dry Bottiers Form 
Western Association 


Canada Dry bottlers from eleven 
western cities held a meeting recently 
at Bakersfield, Calif., and agreed to 
form an association to be known as 
the Canada Dry Bottlers Association 
of California, Arizona and New Mex- 
ico. The group decided to meet four 
times a year to discuss mutual prob- 
lems and to coordinate their activities 
in this geographic area. 

H. M. Cubberly of Phoenix, Arizona, 
was elected president and chairman, 
while Harold Berger of San Bernar- 
dino was elected secretary and treas- 
urer. Until these elections, discussion 
was led by Jarvis Forbes, Western 
division sales manager for the parent 
Canada Dry company. The group was 
welcomed officially by Bruce Warren, 





AGAIN CHAMPIONS IN 1954 





Repeating its winning performance of 1951, the New York Seven-Up 
Bottlers, Inc. of New Rochelle, in the 1953 contest recently ended, achieved 
the highest sales record of all 7-Up plants throughout the U. S. serving 
population areas of one million or more persons. All Newburgh 7-Up 
distributors were winners of national awards. They are left to right: 
Anthony Rusio, Anthony Antunes, Dan Grubstein, Al Mazzocca, Mayor 
Herbert A. Warden of Newburgh, N. Y., Hans V. Bach, Sales Counsellor, 


Sam Cohen, Bill Jenner and Lou DiMiceli. 
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manager of the Bakersfield Chamber 
of Commerce. 

The primary topics of discussion at 
the first meeting were on pricing, ad- 
vertising, and non-returnable contain- 
ers. The group voted to hold their sec- 
ond meeting in San Francisco, and to 
take up the question of vending ma- 
chines as a principal topic at that time. 


Open New Soft Drink 
Canning Plant in Illinois 

The Midwest Soft Drink Canning 
Company has completed arrangements 
to manufacture soft drinks in cans in 
Taylorville, Ill. The new company has 
leased part of the present Vecchie Bot- 
tling Company plant. 

Canning at this plant will be done 
for five states, Illinois, Missouri, In- 
diana, Kentucky, and Tennessee. Can- 
ning machinery now is being installed 
that will fill and can 600 cans per 
minute. All cans will be of the flat 
top type, the same type used at present 
by breweries. Six flavors will be canned 
at the Midwest plant. 

The Midwest Soft Drink Canning 
Co. is incorporated for $300,000 and 
is headed by Joe B. Vecchie, presi- 
dent; Donald J. Vecchie, vice president, 
and Rena Corredato, secretary-treas- 
urer. 





UNIQUE LABEL 





Designers at Owens-Illinois Glass Co. re- 
lied on a circle after trying several other 
arangements and developed the Webster 
Bottling Co. sales message. “Bottled Near 
Lake Chargoggagogman . 
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POINT-OF-SALE MATERIALS 

A collection of typical Point-of-Sale aids 
prepared for Dad's bottlers. Other material 
covers the 10c and 5c sales offering and is 
made available to meet specific market 
needs (see item Page 52). 





Dr. Pepper Emphasizes Sales 
"Magic" at Bottier Meetings 

In a series of coast-to-coast meet- 
ings completed in April in Los An- 
geles, Dr. Pepper executives staged 
dramatic presentations to demonstrate 
graphically the magic in 1954 pro- 
grams and sales potential. More than 
400 bottlers were exposed to the spe- 
cially prepared skits using “gypsies”, 
professional magicians and executives- 
turned-magicians who underlined the 
important phases of the presentations. 

Company officials said the confer- 
ences outlining. Dr. Pepper’s aggres- 
sive merchandising, promotion and 
advertising campaigns were among 
the most successful in the firm’s his- 
tory. 

At the meetings, seven top execu- 
tives of the company reported on plans 
for 1954. More than 100 awards were 
presented to bottlers who were tops in 
their states or zones in sales volume 
and production efficiency. 

Among the highlights of the ses- 
sions was an announcement by W. W. 
Clements, Dr. Pepper’s vice president 
and general sales manager, that dollar 
sales of Dr. Pepper in 1953 were 68 
per cent above the 1949 level. 

Mr. Clements predicted continued 
growth of the company, pointing out 
that the sales program is being backed 
by a $1,000,000 advertising program in 
1954. He pointed to automatic vendor 
sales and sales of Dr. Pepper in 12- 
bottle cartons as two key factors in 
continuing growth potential. 





A REAL 





FRANCHISE 
DRINK 


Bottlers everywhere 
are reporting that 
JUNE KOLA is going 


over the top. 


Yes, KOLA in quarts, 
but it must be a good 
kola and JUNE KOLA 
is the finest money 
can buy. 


Write today about 


JUNE KOLA in quarts, 


12 oz. and 7 oz. 
bottles. This is a real 
Franchise Drink. 


Send one dollar and 
receive one gallon of 


JUNE KOLA for trial. 





NOW in QUARTS / 





COPYRIGHT 


ACME BEVERAGE CO., WILKES BARRE.?PA. 








JUNE KOLA COMPANY 
779 Hazle Street, Wilkes-Barre, Pa. 














OURS... the boct 


deal in the entire 
truck fiold... 


Yes . . . compare the facts and figures 
shown at right and you’ll come to this 
one clear conclusion . . . Dodge trucks 





ive you a better deal than any other 
eading make! So, before you invest a 
single dime in a new truck, check the 
deal you get with Dodge! Visit your 
friendly Dodge dealer this week. He’s 
ready to serve you—anytime you say. 










It all adds up 
to a better deal 
for the man 

at the wheel... with new 
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Look at these Dodge advantages! See how 
Dodge gives you a better deal in every way! 


Sharpest turning with new steering system, 39° 
turning angle! B-108 pick-up U-turns in less space 
than most cars! 


Widest, roomiest cab of them all, with 61%,” of 
hiproom, 5834” of shoulder-room! Real 3-man size! 


Best visibility with 951 sq. in. one-piece curved 
windshield—biggest of any truck! See better, see 
more with Dodge! 


Deepest, most comfortable seat with 86 soft, 
cushioning coil springs! Chair-high (16”) for 
easier driving! 

Lowest lines with lower center of gravity for 
better stability, lower body floors in pick-ups and 
panels for easier loading! 


Biggest line of sixes and eights. From 100 to 
172 hp.! Assures the right power and economy 
for your job! 


Most powerful high-tonnage V-8’s anywhere... 
153 hp. in 234-ton, 172 hp. in 3-, 314-ton! 


Shortest conventional tractors of any make 1)4- 
through 31!4-ton—102” from bumper to back of 
cab! Haul longer trailers, carry larger loads! 


Lowest priced no-shift driving on low-tonnage 
trucks! Truck-o-matic transmission with gyVrol 
Fluid Drive! 

Easiest entry and exit—lowest cab floor, widest 
door opening saves time and effort when you’re 
stepping in and out! 

Biggest -ton load capacity— Dodge high-side 
pick-ups. Up to 44% more load space than other 
makes! Biggest 14-ton panels, too! 


Most efficient controls—all hand controls and 
dispatch box are in center of instrument panel 
within easy reach! 








Cee your 
friendly 
Dodge 


dealer 
how! 
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Donald Duck to Enter 
Canned Soft Drink Field 








IN PRODUCTION 


This building will house both canning and sales opera- 
tion. A huge billboard replica of Donald Duck and the 
little ducks will be installed on the roof top. Installation 
of equipment was under way when this photograph was 
taken. 








Tus second Miami firm to get on the market with 
soft drinks in tin cans is the General Beverage 
Company of Florida. This plant will turn out the 
canned beverage under the Donald Duck label which 
is currently also in use on bottles marketed by the 
General Beverage Company of Chattanooga, Tenn. 

Jack Harkins, president of the company, has an- 
nounced that plans are already under way to com- 
plete a nationwide chain of canning plants which 
will cover the U. S. market as well as a number of 
foreign countries. Mr. Harkins predicted a big 
switch of packaging soft drinks from bottles to 
cans in the near future. 

The second Donald Duck plant is expected to be 
completed at South Bend, Indiana sometime in May. 
It will be immediately followed by another in Mon- 
terey, California. A fourth will be at the company 
home office in Chattanooga. Four more are already 
in the planning stage. Cost of a plant of this type 
is said to be around a quarter of a million dollars. 

The first foreign markets to be covered will be the 
Philippines and Hawaii and possibly Cuba. Other 
Latin American countries are being considered for 
prospective markets. Mr. Harkins says the economy 
of water transportation is one factor which brought 
about early entry into foreign markets. The fact that 
the Donald Duck trademark is known over most of 
the world will be a big help toward introducing the 
new product. 

The drink will be canned initially in four flavors: 
orange, grape, root beer, and strawberry. Three 
other fruit flavors will be added. 

The Miami plant is located at 3500 NW 71st Street 
in a 15,000 square foot building which will house 
canning plant, warehouse, and office facilities. Louis 
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Cayll, owner of another soft drink business in 
Miami, is president of the new processing company 
known as General Beverages of Florida. William 
Aiken, formerly with Mission Beverages, is vice- 
president. 





THE MANAGEMENT TEAM 


Front row, left to right: Louis Cayll, President of General 
. Beverage of Florida; Jack Harkins, President of General 
Beverage, Inc.; Chattanooga, Tenn.; and Harry Krueger, 
President of General Beverage Sales Division of Florida. 
Back row, left to right: William Aiken, Vice President of 
General Beverage of Florida Canning Division; Joseph 
Coury, Secretary-Treasurer of General Beverage of Flor- 
ida; Carl Gibson, Lookout Adv. Agency; U. Grant Roman, 
Secretary-Treasurer, General Beverage Sales of Florida. 





Distribution in the Florida area will be by an- 
other firm in the same location known as General 
Beverage Sales Corporation. This will be headed by 
Harry Krueger of Fort Lauderdale as president and 
another Ft. Lauderdale man, Chas. Coltrain, as 
vice-president. General Beverages Sales will have a 
fleet of ten trucks for delivery in the Miami area. 
The drink will also be sold through food brokers and 
in carload lots to chain stores and supermarkets. 

Cans will bear the familiar Donald Duck picture 
in lithographing and they are packed 48 to the case. 
Retail price is 10c for a 12 ounce can. 


“Plant America" Award 

Sorace Bissett, manager of the Jericho branch 
of the Coca-Cola Bottling Company of New York, 
Inc., received the 1954 “Plant America” award of 
the American Association of Nurserymen from John 
D. Siebethaler, A.A.N. president. These awards are 
given annually to industrial plants which, in the 
past year, have done most in landscaping and beau- 
tifying their properties. 

A well-known and well-liked figure in the bottling 
industry, Mr. Bissett joined the Sales Department 
of the Coca-Cola Company back in 1926. He was 
promoted to Branch Manager in 1936. The Jericho 
plant, the company’s newest, is a model of modern 
industrial design. The cleanliness and efficiency of 
the plant inside is matched by the exterior design 
of the buildings and the beautiful landscaping. 
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A Message To A Bottler Who Cannot Make Up His Mind! 


00-Hoo 


Chocolate 


STERILIZED 


Yoo- 0? 





“suare ie 
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READy TO pRIN* 
HOT Or CoOL? 





offers you a wide choice of 
PROFIT-MAKING opportunities! 


If you cannot make up your mind (and many smart bottlers 
are undecided) about the best bottle size . . . or the potential 
of cans... or what new flavor to add to your line to “pep up” 
ee business ... YOO-HOO CHOCO- 
LATE offers a selection of profit- 
able opportunities for you . 
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7 oz. 
Bottle 


12 oz. 
Bottle 


A Size and A Package 
For Your Own Market... 


You can distribute YOO-HOO 
CHOCOLATE in your territory 
in the 12-0z king size bottle. . 
or you can choose to distribute 
the 7-oz size. Want to investigate 
the potential of cans? ... You 
can distribute our attractive 
9-oz. can... 


ee oe ee oe re ee ee me ee ee a ee ae ee a me me a me me me De UD 











Chocolate is still the industry’s biggest potential seller .. . You have practically no competition 
when you’ve got this SUCCESSFUL, PRODUCT - PROVEN, PERFECTED CHOCOLATE 
DRINK which has been on the market for over 28 years! 


Get going this season with a real profit-maker .. . YOO-HOO CHOCOLATE! 


For samples and complete information, write or wire 


YOO-HOO CHOCOLATE BEVERAGE CO., GARFIELD, NEW JERSEY 
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GUARANTEED 
Brilliancy 

Uniformity 
Stability 


66 We were pretty well satisfied with the flavor 
line we had, but we kept hearing about the 
terrific line called KIST. Finally we had the 
KIST representative come to our plant and 
tell us the story. We were convinced and 
began bottling KIST in the spring of 1952. 
Results: Our flavor business doubled in 1952, 
and showed better than a 100% increase 
in 1953. 


sere you are a successful bottler who wants 
to do even better, we suggest you get the 
KIST franchise. KIST gives you year ’round 
advertising and sales promotion helps, their 
experienced field men give wonderful help on 
sales and production problems. The KIST 
line produced in one bottle for all flavors is 
priced so you can make money (even in an 
80c market). It’s Quality, too!99 





Union Acid Proof 
Caramel Color 


For full information write our Service Department 


UNION SALES CORPORATION 


Distributor for 


UNION STARCH & REFINING COMPANY 


COLUMBUS, IND. 











“We thought our business 


was good until we 
investigated KIST”’ 


ws cbrtearse i hans ase 


Jake Graves Francis Batts 


KIST-RED ROCK BOTTLING CO., OF MARTIN, TENN. 


Write for details, samples, territories 
Citrus Products Company, 


11 E. Hubbord, Chicago 11, 1. WHitehall 4-5470 


there’s an AMERICAN PARTITION 


TO PACK FASTER, SAFER 
—— 


Speed casing, cut 
labor costs, minimize 
breakage with Amer- 
ican pre-assembled, 
interlocking partitions. 
Volume production 
when you want it, 





ct WIDE SERV] 


NATION*— 


“AMERICAN PARTITION CO- 
Division of Clutton Foods Gree. 


BOUND BROOK, N. J. CHICAGO, ILL. 
MERCED, LOS ANGELES, SAN FRANCISCO, CALIF. 








CE | 








Facts to Remember When 
Buying Glass Containers 


An important checklist of glass package considera- 
tions, suggested by Dr. L. G. Ghering at a lecture 
before a class in packaging engineering at Columbia 
University. Dr. Ghering is a Glass Technologist and 
Director of Research on Glass Containers at Preston 
Laboratories, Butler, Pa. (Reprinted through the 
courtesy of the Glass Packer) 


SHAPE: Whenever possible use a round container. 
It has greater inherent strength, is best adapted to 
mass production, handles best on filling lines and 
will stand more abuse than other shapes. 
PRIVATE MOLDS: If specially designed shapes 
are used it is usually best to keep them close to the 
conventional round. Round bottles call for less 
screening by the manufacturer, hence are less costly 
and pose fewer packaging production line problems. 
“NEW” HANDLING PROCEDURES: If you plan 
some unusual handling steps or routine not pre- 
viously used in your plant, check them with your 
glass supplier for advice on their effects on glass 
containers. Points to watch are unusual abuse dur- 
ing handling, overloading, bruising, and abrading. 
When a new container is projected all the handling 
steps should be checked, including washing, pas- 
teurizing, or any form of heat processing, and cool- 
ing. It’s also a good practice to check periodically all 
warehousing routines, carloading and _ shipping 
methods. These routine checks often point out prac- 
tices that are causing damage to empty and filled 
stock. 
THERMAL SHOCK: Hot containers immersed in 
cold water will generally stand a 70 deg. F differen- 
tial. In a hot fill into cold glassware the shock dif- 
ferential is 120 deg. A cold fill into hot containers 
will be safe up to a difference of 140 deg. However, 
to keep thermal shock as low as possible the differen- 
tials should be kept low. The exact amount of shock 
a container will take depends on its size and style 
or design: This factor should be checked against 
operating conditions in the plant when a new pack- 
age is introduced. 
HEADSPACE: This must be allowed to provide 
for expansion of a liquid product when temperature 
increases: The sole exception to this rule is with 
hot-packed products. They usually develop a vacuum 
after they have cooled inside the package. With cold- 
filled liquid packs headspace, and the correct amount 
of it, is every important: These expansion percent- 
ages will help to determine headspace: water ex- 
pands from two to three per cent between 50 and 
150 deg. F.; alcohol expands from three to six per 
cent within the same temperature range, while 
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products with a highly volatile solvent base may 
expand slightly more. 

COLORED GLASS: Some packs require special 
glass formulations. Such packs as beer, orange 
drinks and various drugs are best handled in amber 
glass, with emerald green the next choice. These 
products are sensitive to near ultra-violet light in the 
range of 3300-3800 Angstroms wave length. 
SHIPPING CASES: Consult rule 41 of the Con- 
solidated Freight Classification for complete detail 
on the design and construction of these cases. How- 
ever, in most instances glass containers arrive at the 
packaging plant in approved shipping cases (often 
called re-shippers) and are later re-shipped after 
filling the unit containers. So important are these 
cases that package laboratory research work is con- 
tinually going on in connection with problems of 
adequate cases and on special projects relating to 
regulations and specifications. Re-shippers usually 
account for between 15 and 30 per cent of the cost of 
glassware. 

HANDLING AND SHIPPING: The general rule 
for care of glass should be “save the surface and 
you save all.” This slogan stems from the fact that 
a glass fracture never originates in the interior of 
the wall but is always a combination of surface 
abrasions and tensile stress. Surface abrasions of 
glass act as stress concentrators and many concen- 
trate stress by a factor of five to one and, in some 
cases, much higher. These stress concentrations in- 
clude, in addition to abrasions, scratches, chips, 
bruises and cracks, large or small. 

BREAKAGE: Glass does not break or explode 
spontaneously: Stress relieving through closely con- 
trolled annealing temperatures and gradual cooling 
in a continuous oven are standard in the glass con- 
tainer industry today and prevent unexpected break- 
age. Wear is not a breakage factor since glass does 
not wear out in the ordinary sense. When it does 
occur, breakage is a two-stage process: first the 
surface becomes abraded or cracked, thus weakening 
it; then, at some later time, the crack is widened, 
producing what is commonly called a break. 
SAMPLING: In theory, acceptance sampling is ex- 
cellent; in practice, however, numerous factors enter 
into the process which make it difficult for untrained 
persons to conduct effective sampling: Prerequisites 
for effective sampling are trained, experienced in- 
spectors, a large enough amount of glassware for 
the sample, a definite checklist or set of specifica- 
tions which has been compiled in agreement with the 
glass supplier of the specific lot to be checked, and 
the time and plant facilities available to the packer. 
Packers who wish to conduct acceptance sampling 
should be prepared to spend money for a correct, 
rather than half-hearted, job. Their procedures 
should be carefully organized and backed by a thor- 


ough knowledge of glass manufacture. 
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big reason bottlers prefer it 


Bottlers, coast to coast, are plenty happy 
about the “accessibility” feature CoPELAMETIC 
offers. Sure, CoPELAMETIC is an economical, 
direct-drive motor—compressor that needs no 
troublesome seals or belts and requires no manual 
oiling. That’s mighty important, because it cuts 
servicing needs 90%. But the highlight is 
“accessibility.” If the need ever arises (and it’s 
rare), your serviceman can take care of it on the 
job without special tools. The cooler is promptly 
back in operation keeping beverages at the proper 


temperature, 









REFRIGERATION UNITS (OPEN TYPE AND 
COPELAMETIC) WATER COOLERS 


COPELAND REFRIGERATION CORPORATION - 


ETIC 









































Millions of CopELAMETIC units in use attest 
to their rugged dependability. With CopELAMETIC 
you get high BTU output with low power con- 
sumption. The unit operates quietly and efficiently 
giving positive protection. 


For replacements insist on CopELAMETIC, In 
the new coolers you buy, be sure the refrigeration 
unit is a CopELAMETIC. And for remote use, there 
are COPELAMETIC units in sizes through 714 H.P. 


Write For Butvetin C-54 
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COKE" 1S A REGISTERED TRADE-MARK, 
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Nation-wide Recor2 
Soft Drink Promotion 

In a number of record shops in the city of Wilkes- 
Barre, Pa., each youngster who purchases Eddie 
Fisher’s record of “A Girl, a Girl” receives with 
the disk six bottles of Coca-Cola at no charge. All 
he has to do is give the dealer 12 cents deposit for 
the bottles. The deposit is returned when the bot- 
tles are returned at any grocery store in town. 

In the city of Harrisburg, Pa., any teenager who 
buys the Fisher record frem Pete Wambach’s record 


_ shop receives free a bottle of Coca-Cola which he 


san drink on the premises. 


These are some of the unusual promotional tie- 
ups that RCA Victor distributors have made with 
franchised Coca-Cola dealers in various cities 
throughout the country te spur the sale of the 
Fisher record. Eddie Fisher is sponsored on TV 
by Coca-Cola, and his new record is shipped in a 
sleeve advertising the beverage, so the tie-up is a 
“natural”, 


Beverage Plant in Maspeth 
To Employ 250 

Some 250 persons will be employed at the Canada 
Dry Ginger Ale plant soon to be constructed in 
Maspeth, Queens, N. Y., it has been announced by 
R. W. Moore, president. 

The new building will be situated on eight acres 
with frontages on 55th Drive, Maurice Avenue and 
Borden Avenue, Maspeth. 

According to Mr. Moore, the plant will be a work- 
ing example of the many advantages of a one-floor 
operation as opposed to the usual multi-story ar- 
rangement of production and warehousing. Aside 
from the second-floor office accommodations, there 
will be nearly 200,000 sauare feet of space on one 
level, simplifying and accelerating the problems of 
beverage production and storage. 


Coca-Cola Drivers Agree to Contract 
Without Union Shop 


Driver-salesmen of Coca-Cola Bottling Company, 
Louisville, Kentucky, agreed to a contract settle- 
ment that does not provide for a union shop, for 
which they went on strike early in February. 

The workers, members of the Soft Drink Local 
28, voted to ratify a tentative agreement reached 
earlier in March at a meeting of company and union 
representatives. 

The union’s demand for a union shop had held up 
agreement on a contract since February when be- 
tween 40 and 45 of the company’s 65 driver-sales- 
men went out on strike 

Contract negotiations had resumed after the 
strike ended February 12 under the terms suggested 
by Federal Conciliator 8S. W. Duncan. 
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Gears of planning and over a year of building 
have gone into the construction of a new home for 
the Seminole Flavor Co., Chattanooga, Tenn. Set at 
the foot of historic Lookout Mountain, the property 
on which the new manufacturing plant and offices 
is located fronts on one of the heaviest traveled 
routes into and out of Chattanooga and a major 
highway between Chicago and Miami. It embraces 
33 acres of land which is being beautifully land- 
scaped. The main building fronts approximately 450 
feet along the east side of South Broad Street and 
extends approximately 200 feet deep. 


The manufacturing facilities and offices of The 
Seminole Flavor Company, manufacturers of 
Double-Cola and Double-Line flavor concentrates, 
occupy three full floors and the left wing of the main 
building. The general offices of The Double-Cola 
Company,-, exclusive representatives of The Seminole 
Flavor Company for the marketing of these prod- 
ucts to Double-Cola franchised bottlers, occupy the 
right wing of the building. 


The new building contains appreximately 90,000 
square feet of floor area. 


Construction is of brick and concrete with lime- 
stone trim of modern design. All offices are com- 
pletely air-conditioned and many unique features 
for heating and air-conditioning are incorporated 
for the convenience and comfort of visitors and 
company personnel. 

The physical layout of the plant is such that both 
rail and truck shipments can be handled simulta- 
neously. 


RECEPTION LOBBY—Truly an ideal setting for a cordial 
welcome to the home of Double-Cola. The rich walnut 
walls, indirect lighting and colorful, modern furnishings 
combine to make a most beautiful reception center. 





DIRECTORS ROOM—tThis large meeting room is panelled 
in rich walnut from floor to ceiling and handsomely 
equipped with specially designed and constructed leather 
upholstered walnut furniture, set off by soft carpeting 
and heavy gold draperies. 


TESTING LABORATORY—In this modern laboratory sam- 
ples of Double-Cola, from every section of the United 
States, are regularly tested to insure quality and standard 
uniformity of product. 





















ADVERTISING AND MEETING ROOM—In this large room 
a permanent display of current Double-Cola advertising 
is maintained for viewing by visiting bottlers and com- 
plete facilities are provided for auditioning radio and 
television advertising. 





SUGAR HOPPERS—tThe first step in manufacturing Dou- 
ble-Cola concentrate is pouring the sugar into these 
specially designed hoppers on the top floor. Large window 
areas provide excellent natural light. 





Canadian Column... 





Canadian Bottlers Hold 
Annual Convention 

Attendance was at an all time high 
at the annual conference of the Cana- 
dian Bottlers of Carbonated Bever- 
ages held at the Hotel Vancouver, Van- 
couver, B. C. on March 8 thru 10. 

The interesting program included a 


report by H. E. Woolley, treasurer 
covering “The Association’s Financial 
Affairs”; President Ralph Streb’s 
‘Report to the Industry”; and the ap- 
pointment of committees. Other speak- 
ers were: D. L. Gray discussed “The 
Soft Drink Industry in British Colum- 
bia”; Vincent Mancini on “The Soft 
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MOTORLESS 
SWEEPERS 





Charles E. Hires Co., Philadelphia 
Weich Grape Juice Co., Westfield, N. Y. 
James Vernor Co., Detroit 
Pepsi-Cola Bottling Co. of Miami 
Rockford (Ili.) Bottling Co. (Coca-Cola) 
Canada Dry Ginger Ale Co., Roxbury, Mass. 
Lumberton (N. C.) Coca-Cola Bottling Co. 
Nehi Bottling Co., San Diego, Calif. 
Canada Dry Bottling Co., Syracuse, N. Y. 
Coca-Cola Bottling Co., Logansport, Ind. 
Variety Club Beverage Co., Toledo, Ohio 
anes Coca-Cola Bottling Co., Monroe, La. 
oca-Cola Bottling Co. of New Haven, Conn. 
Arrowhead & Puritas Waters, Inc., Los Angeles 
Whistle-Vess Bottling Co., Kansas City 
Pepsi-Cola Metropolitan Bottling Co., N. J. 
Coca-Cola Bottling Co., Northampton, Mass. 
Coca-Cola Co., Flint, Mich. 
Brownsville (Tex.) Coca-Cola Bottling Co. 
Pepsi-Cola Bottling Co., Springfield, Ill. 
Pepsi-Cola Bottling Co. of Augusta, Ga. 
Columbus (Ga.) Coca-Cola Bottling Co. 
Coca-Cola Bottling Co., San Rafael, Cal. 
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JUST A FEW BOTTLING COMPANIES USING PLANTMAN SWEEPERS 


HANDLING DEVICES CO., INC. 





, 


Find out how these 
other bottlers save 
up to $3,000 a year 
with PLANTMAN 
Mechanical Sweep- 
ers. 


Rochester (N. Y.) Coca-Cola Bottling Co. 
Country Club Soda Co., Springfield, Mass. 
Coca-Cola Bottling Co. of Marshall, Minn. 
Pepsi-Cola Bottling Co. of Jacksonville 
Coca-Cola Bottling Co. of Tulsa, Okla. 
Coca-Cola Bottling Co. of San Francisco 
Miami Coca-Cola Bottling Co. 

Joliet (Ill.) Seven-Up Bottling Co. 
Pepsi-Cola Bottling Co., Merced, Calif. 
Pepsi-Cola Bottling Co., of New Jersey, Inc. 
N. Y. 7-Up Bottling Co., New Rochelle, N. Y. 
LaSalle Coca-Cola Bottling Co., Toledo, O. 
Pepsi-Cola Bottling Co., Norfolk, Va. 
Marion Bottling Co., Inc., Marion, Va. 
Pepsi-Cola Bottling Co., Quincy, Ill. 
Coca-Cola Company, Kearny, N. J. 
Coca-Cola Bottling Co., Waterbury, Conn. 
Coca-Cola Co., Lansing, Mich. 

Canada Dry Bottling Co. of Augusta, Ga., Inc. 
Coca-Cola Bottling Works, Rockford, Tenn. 
Seven-Up Bottling Co., Omaha, Neb. 
Fawn Beverages, Elmira, N. Y. 

Davis Bottling Co., Harrisburg, Penna. 





THE DIRECTORS MEETING 








Front row, left to right: H. E. Woolley, Paul Brunelle, Lindsay Taylor, A. Pearlman, C. W. 
Boorman, D. C. Kay, Jr., J. Savignac, Paul Sandlien. 


Back row, left to right: Ralph Streb, Joseph A. Whitmore, A. L. Gray, R. W. Keast, Sterling 
Gorham, Vincent Mancini, T. G. Laing and John Blender. 





Drink Industry in the Maritimes” and 


Maurice Nicholson on “The Soft Drink 
Industry in Quebec’. Reports were 
also made outlining the status of the 
industry in Ontario, Manitoba, Al- 
berta and Saskatchewan. An interest- 
ing presentation was delivered in the 
form of a panel discussion in which 
the problems of sales management in 
the soft drink industry were carefully 
presented to the attending bottlers and 
suppliers. 

Toward the end of the conference, 


eleven resolutions were adopted and 
passed including such matters as co- 
operative advertising and publicity, a 
vote of thanks to the A.B.C.B. and 
votes of thanks to the Provincial Asso- 
ciations. 

Officers elected were: C. W. Boor- 
man, president, Peterborough, Onta- 
rio; T. W. Lawg, Weyburn, Saskatche- 
wan; H. E. Woolley, treasurer, Tor- 
onto, Ontario and Joseph A. Whit- 
more, managing director, Toronto, 
Ontario. 





CANNED DRINKS DEBUT IN CANADA 





. 
4RE SpRinc CANADA 


Under the trade name “Export”, Pure Spring (Canada) 
Company, Ltd., recently started producticn on two of its 
beverages—cola and ginger ale—in attractive 12 ounce 


cone-shaped cans. Distribution throughout Ottawa and 
other provinces is planned. 


43-45 PEARL STREET, BROOKLINE 46, MASS. 
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James A. Whitmore Resigns 
Association Post 


Joseph A. Whitmore, managing di- 
rector of the C.B.C.B., has made 
known his resignation from the organ- 
ization. 


Pure Spring (Canada) Ltd., Ot- 
tawa, is using its “Export’’ mark for 
its two flavors in cone-top cans—cola 
and ginger ale. Distribution has al- 
ready been arranged with several of 
the leading food chains, and K. L. M. 
and B. O. A. C. will carry the canned 
soft drinks on. their international 
flights. Lou Saperstein, formerly with 
Pepsi-Cola and Grapette, is Pure 
Springs’ canning division manager more for his efforts and talent ex- 
and in charge of getting the canned pended in behalf of the bottlers of 
product on the market. (See page 60.) Canada. 


In a resolution passed at the recent 
convention, thanks and deep appre- 
ciation were expressed to Mr. Whit- 
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This is a special message to bottlers 
ou who are planning to install a new bot- 
y tle washer to take care of this sea- 
son's increased production. To assure delivery BEFORE the rush 
bottle season starts, be sure to place your order AT ONCE! 
these 3 


YOU CAN STILL GET A LADEWIG WASHER 
TUNINGEE outstanding IN A SIZE AND MODEL TO FIT YOUR NEEDS 
CORP. flavors 


Shown below is a Ladewig 24-Wide Bottle Washer with a capacity of 240 bot- 
tles per minute. However, Ladewig washers are available in a variety or sizes 

45 SUFFOLK STREET, b 

NEW YORK 2, N. Y. b 

Salient 


SALIENT 


and widths. You can get a ‘'Ladewig" as small as 6-wide with a capacity of 30 
bottles per minute—or a huge 32-wide model with a capacity of 400 hotties 
per minute. There is a full range of models between these two sizes—to give 
you the production capacity you need. Remember . . . Ladewig Bottle Washers 
have been performance-proved in hundreds of bottling plants. Write for 
newest literature which illustrates and describes the many advantages of 
Ladewig Bottle Washers, and also give full details on models and sizes. 


®Our 25th Bear of Progress 





Canada Gets First Two 
Canning Operations 

It took just about a year (since 
canned soft drinks were introduced 
into the United States) for canning 
of carbonated beverages to make an 
appearance in Canada. 

Orange Crush Limited, Toronto, 
has put its “Old Colony” line (three 
flavors) into 12 ounce cone top cans, 
initially advertising the new line in 
Toronto newspapers on May 19. The 
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flavors are cola, ginger ale and root 
beer, but Orange-Crush is not included 
as a “satisfactory can liner for this 
flavor has not yet been developed”’, ac- 
cording to a company statement. 


One new feature has been added in 
this operation. Each can and each case 
is dated as an aid in rotating stocks. 

A retail price of 2 for 25c was sug- 
gested to the retailing trade in the 
announcement letter which went out 
early in May. 


ARCHIE LADEWIG Co. 


Waukesha, Wisconsin, U. S. A. 











Sunway Fruit Leases in Toronto 

A Chicago soft drink concentrate 
manufacturer, Sunway Fruit Prod- 
ucts, Inc., has leased 17,000 sq. ft. of 
space at Toronto. Machinery for mix- 
ing and packaging has been installed. 
It is the company’s first manufactur- 
ing activities in Canada. 


Beverage Production Increased 
In 1953 
According to information supplied 
by Joseph A. Whitmore, managing 





director of the Canadian Bottlers of 
Carbonated Beverages, soft drink pro- 
duction in 1953 topped previous year’s 
totals by a substantial margin. Month- 
ly breakdown was shown as following: 


1952 1953 
January . . 6,972,888 gals. 6,758,093 gals. 


February ....... 5.967,907 gals. 5,689,583 gals. 
Se. te oa hoes 6,307,061 gals. 6,840,284 gals. 
ee 7,362,384 gals. 7,504,544 gals. 
MEE ievaticn ee ée 8,952,881 gals. 9,356,465 gals. 
ET 9,916,843 gals. 10,407,480 gals. 
De ov i-kees ewes 13,980,270 gals. 12,931,159 gals. 
a ae 10,661,663 gals. 10,438,799 gals. 
September 9,074,620 gals. 10,041,580 gals. 
Getober ...«s- . 7,140,347 gals. 7,488, 904 gals. 
November ...... 6,632,923 gals. 7,393,441 gals. 
December ...... 8,425,704 gals. 8,522,777 gals. 

eee 101,395,491 gals. 103,284,658 gals 
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“Why not 
bottle 


MARBERT 
LEMON-LIME?” 











This young gentleman is sharing in the extra profits his daddy found he 


could make from bottling MarBert Lemon-Lime, the popular summertime 


flavor that bottlers all over America have proved to be a real money-maker. 


You too, can profit from this advice. Send for a trial gallon of bottling 


syrup*. Figure its moderate cost, taste the refreshing drink MarBert Lemon- 


Lime makes. 


GET A TRIAL GALLON FOR ONLY $1* 





for trial 
only. 
Ane ee _ 2 





19 E. Lombard St., Baltimore 2, Md. 


Name 
Company 
Address 
City ... 
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Here's your dollar, send me a gallon of the MarBert bottling syrup checked, 
prices and information on other MarBert products. 


. Zone State 
ee ee eee eee eee 


_ManBert 


*MarBert Lemon-Lime 
sold regularly as a concentrate. 
== 2 ee ee ee ee ee eee ee ee 


MARBERT PRODUCTS, Inc., Dept. N-6 


[] Lemon-Lime 
[] MarBert Cola 
[] M-P Cherry Cola 
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Write for 
Information 


Box 1042 





America's Outstanding Value in 


WATER COOLERS 





P&R WATER COOLING UNIT 


Nowhere else, at any price, can you find such a value! 
Here is an instantaneous water cooling unit that produces 
colder and more uniform temperatures than any ordinary 
cooling unit now on the market—and at a practical cost. 
The P & R unit cools down to 34 degrees—instantaneously 
—then temperatures will not vary more than two degrees 
Only three controls—simple mechanism. 
cannot freeze. Extremely low operating 
cost. A P & R unit will be a money-maker in your plant. 


e COMPACT 

e DURABLE 

e EFFICIENT 

© LOW COST Pocintof 
e SANITARY 


From a firm famous for QUALITY 





Atlanta, Ga. 








Industry Mourns As 
Coca-Cola Veteran, 
D. S. Hawkes, Passes Away 


The Canadian Beverage Industry 
lost a wonderful leader and pioneer 
when Donald Shaw Hawkes passed 
away in Montreal on March 9 in his 
64th year. 


Mr. Hawkes was known throughout 
the industry for his dynamic person- 
ality. Hundreds of business leaders 
and fellow workers joined in impres- 
sive ceremonies at Montreal and Osh- 


awa in an impressive tribute to this 
great Canadian. 


Mr. Hawkes entered the Canadian 
Beverage field in 1919 when he joined 
the Coca-Cola Company in Edmonton. 
In 1923 he was transferred to Mon- 
treal as general manager and in 1929 
went overseas to head the company’s 
European operations. When he re- 
turned to Canada in 1934 he was ap- 
pointed vice president and general 
manager of the Pepsi-Cola Company 
of Canada, Ltd. 
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PLANT... EQUIPMENT... TRUCKS 


MAINTENANCE 





Spray Painting Guide 

Making the most of the spray painting method 
is a booklet containing the main facts taken from 
a film of the same title. Included are actual photo- 
graphs from the film, with descriptions of spray 
painting ranging from the right consistency of the 
material to be used to the actual spray finishing of 
the products. Write directly to The DeVilbiss Co., 
300 Phillips Ave., Toledo 1, Ohio. 


New Paint Dries in 20 Minutes 


Steelcote Manufacturing Co., of St. Louis, has 
announced a new enamel type coating . . . Steelcote 
“Quick-X”’ which when applied as directed to floors, 
walls or machinery will dry to the touch in 20 
minutes. 

The product can be applied as directed to wood; 
concrete, magnesite and mosaic tile floors and walls, 
or with a proper primer to metal. Steelcote 
“Quick-X” dries to a wax-like gloss, very tough for 
the roughest kinds of use, unaffected by cleaning 
compounds, soaps, detergents, and resistant to 
grease, oil, gasoline, alkali and salt water. Made in 
black, white, clear and five colors, the enamel can 
be applied with brush, applicator or roller in glossy, 
or “non-slip” formula. 


New Durability for Industrial Floors 


Easy to apply and hard to wear out floors in 
bottling plants are now possible with Surco, the new 
latex-water emulsion binder which allows the mix- 
ing of rubber and cementitious materials. It is 
claimed to be the only material which provides con- 
crete, mortars and plasters with the combined 
qualities of adhesion, resilience, elasticity and dura- 
bility. Surco, in thickness of 1/32 inch or more, 
bonds permanently to old concrete, wood, metal, 
masonry, even glass. Usually no structural changes 
are necessary before its application. Because of such 
qualities, Surco lends itself admirably to the perma- 
nent restoration of industrial flooring. 

Under ordinary conditions Surco’s curing time is 
the same as concrete’s. It may be released for light 
traffic in 36 hours and for heavy traffic in seven days. 
A catalogue of Surco industrial floors may be 
obtained from Surface Coatings, Inc., Atlanta, 
Georgia. 
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MAINTENANCE QUESTIONS 
—AND ANSWERS 











Readers are invited to submit questions and 
problems covering plant, equipment and 
truck maintenance. 


Question: We are interested in obtaining the name 
and address of the manufacturer of “Konkreto” floor 
enamel which, we understand, can be used to paint 
concrete floors in bottling plants in order to elim- 
inate spalling. (Ray) 

Answer: The ‘“Konkreto” floor enamel you men- 
tioned in your correspondence is manufactured by 
the Murphy Paint Division of Interchemical Corpo- 
ration, Newark, New Jersey. This paint product is 
prepared with Pliolite S-5 manufactured by Good- 
year and offers resistance to moisture, alkalies, most 
chemicals, grease, oil: Colors, according to the man- 
ufacture, stay bright and many repeated scrubbings 
and washings with strong soaps have no affcet on 
the dry paint coating. It is well recommended for 
floors in bottling plants and can be applied by brush 
directly over clean concrete. Each gallon covers 400 
to 500 square feet and the enamel-like finish is 
traffic-tested by the manufacturer and claimed to 
resist thousands of hours of scuffing and rough 
treatment. 

Question: We maintain a small finishing shop for 
our delivery trucks with a single stage compressor 
for compressed air for our spray equipment. Re- 
cently, we have experienced considerable oil pumping 
from the compressor which has affected the finished 
paint film. (Horvath) 

Answer: Frequently, pumping oil caused by a 
compressor may be due to clogged air strainers, in- 
ferior piston rings or worn piston rings. May we 
suggest that you contact your local repair service or 
write to The DeVilbiss Company, Toledo, Ohio for 
specific information concerning the model compres- 
sor you are now using. 

















Our business... 
Busy—Bodies’... 
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. Like the DEVERS custom-built body for Get-Up 


Bottling Co. of Dayton, shown above. . 
ize in bodies for busy jobs! 


Devers bodies offer these features:— 


* LOW INITIAL COST 


* EASY PALLET LOADING 


* LESS DRIVER FATIGUE 





. Yes, we special- 





Manufacturers of 


CUSTOM BUILT BODIES 


Since 1895 





Write for details... 





J. W. DEVERS & SON 











INC. 


BOX O, TROTWOOD, OHIO 


Phone: 7-4101 

















Forum at Minnesota Meeting 
Considers Three Topics 


Prices, carton deposits and canned 
drinks are highlighted subjects. 


, ee of prices, carton deposits, and canned 
soft drinks highlighted the panel sessions at the 
54th annual convention of the Minnesota Bottlers’ 
Association at Minneapolis, April 19-20. 

Howard Ries of the Jacob Ries Bottling Works, 
Shakopee, Minn., spoke of the difficulties of distribu- 
tion in his territory, which covers both the Twin . 

OFFICERS AND DIRECTORS 


Cities and rural areas. He pointed out that he has - f J 
‘ : : I : : Left to right: R. J. McManus, vice president: James Henry. dent; John Farrell, Jr.. secretary: Howard Ries, director: 
to maintain a dual price, and he has found that in director; Robert J. Hasslen, director; Wayne Austin, presi- and Francis J. Bernick, director. 


F 





small towns since the raise a year ago, sales have 
actually improved, while they have fallen off in the volume were largely unrelated. Hasslen sells in both population, had 47 per cent of the sales. 
cities where there was no increase in price. He South Dakota and Minnesota. In Minnesota with an Cort Langdon, Langdon Bottling Co., Bemidji, 
added that he could see no immediate danger in increase, sales are up a little; in South Dakota with- Minn., could not attend the session, but sent in 
canned soda sales since “quality is low and the out an increase, sales have remained constant. His a report, pointed out that there are great dangers 
initial cost of setting up the operation is too high.” Minnesota territory, with 48 per cent of the popu- in the failure of local bottlers to come to some kind 
Robert Hasslen, Seven-Up Bottling Co., Orton- lation he serves, had 53 per cent of the sales, while of understanding about prices. He predicted a price 
ville, Minn., supported Ries’ idea that price and his South Dakota region, with 52 per cent of the war in his town. 


CUSTOM * BUILT » » » tosolve YOUR 


Bottle Washing Problems.... ae : presents a NEW 


Bottle washing problems differ. That's why NIAGARAS are ‘‘custom-made’’. 

Our 25 years of specialized experience enables us to build washers that id T ie 

are guaranteed to do the job you need ... Ask any satisfied Niagara ie iy F SPEC i AL 
customer! . : 


NIAGARAS are expertly designed and engineered with these important : : ‘ a x 0 M 0 T i 0 ® A L 


features: Can handle any size from 4 oz. to 5 gallon; No jets to clog; 
solution renovetor filters water every few minutes and discharges con- j j 
tamination; Two compartment; makes its own rinse pressure; saves water. eo ; S ROG Se AM 
Completely welded, no castings, no breakage. : 
: : ——<_ 
NIAGARA BOTTLE WASHER MFG. Co. | Pitan” made 
« . q NIAGARAS are available 


in many sizes and capaci- 


225 First Street Toledo 5, Ohio ties. 























This sensational | 

NEW PLAN ’ 

will give you 

REAL FACTS ON HOW 
TO INCREASE PROFITS 


MAXIMUM COLORING STRENGTH This Plan shows you how to cope SEND FOR IT 


with costs. It tells you how to meet TODAY! 


GUARANTEED UNIFORMITY and master your present problems. WRITE 
EASY TO MIX It tells you how you can build a 


bigger business based on larger PHONE 
profits . . . and increased sales. OR WIRE TO 








PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. D. D. WILLIAMSON & CO., Inc. 


WEST COAST: H. R. LAIST COMPANY 5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY. 1 Y 
RIALTO BLDG., SAN FRANCISCO, CALIF. 1901 PAYNE STREET, LOUISVILLE, KY. + ss , “— cleaver et een ee 
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Wayne Austin, president of the association, who 
was moderator of the panel, said that he found 
business to be better than ever since his increase. 
He said the financial condition of his company was 
naturally a good deal better. 

Speaking on carton deposits, J. N. Given, Fargo- 
Detroit Ice Co., Detroit Lakes, Minn., said that his 
firm had been getting a carton deposit for several 
years and that the opposition had never been very 
great. He has found that the one-trip carton has 
not worked very satisfactorily and said that the cost 
of it was almost as great as that of the several trip 
carton. The deposit seemed to him to be a good 
way for the bottler to decrease his costs without 
taxing either the retailer or the consumer. 

John Gornick, Jr., Chisholm Bottling Works, 
Chisholm, Minn., reported that he asked for a three- 
cent carton deposit. As a result he has lost one 
customer, but there has been very little other oppo- 
sition. The deposit charge is passed on to the con- 
sumer. He felt that there is a need for uniformity. 
Several bottlers in his area do not charge deposits 
and as a result, he feels, many bottlers are losing 
a very significant part of their profit. 

Discussing retailer bottle sorting, M. J. Nick- 
lawske, Seven-Up Bottling Co., St. Paul, said that 
the problem of bottle sorting would only be solved 
through some kind of retailer education. He read 
part of an industrial engineer’s report made for the 
National Association of Retail Grocers, which 
showed how a carefully worked out system for sort- 
ing would permit the job to be done without any 
increase in labor costs. With a system, he empha- 
sized, the job can be done during the less busy 
periods. 

The only kind of advertising that should concern 
bottlers is that which reaches the consumer, Fred 
Lutz, Seven-Up Bottling Co., Mankato, Minn., said 
in discussing advertising media. Bottlers have to 
be careful about trying to do a great deal of adver- 
tising in all media, he warned. Each medium is 
important, Lutz said, but economics keeps adver- 
tisers from making full use of all of them. Lutz 
had no recommendations as to which medium was 


Dae t 
Speakers at the panel session were: M. J. Nicklawske, 


Fred Lutz, Robert Hasslen, Mike Michael, Wayne Austin, 
Howard Ries, John Gornick, Jr., and J. N. Given. 


June, 1954 
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PACKER 


Packing is faster and more efficient when done 
automatically. Miller Hydro Case & Carton Packer 
handles either splits or pints — half depth 
or full depth... Compact ... economical. 


Serving Bottlers 
Since 1913 
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many Stiles ana Sines 


Anchorglass® Beverage Bottles are 
available in all standard styles and capacities, 
plain or stippled, with or without applied color 
labels. The Anchorglass bottle at right with 
ACL decoration is a 12 ounce size. 


...BUT ALL ANCHORGLASS BOTTLES 
HAVE THE SAME QUALITIES 


HEY are uniformly strong, tough, dependable 

lightweight glass bottles—high in chemical dura- 
bility, accurate in capacity, with smooth fire-polished 
finishes. They are designed to withstand the knocks of 
modern high speed production lines, handling and 
transporation. 


Anchorglass bottles are the result of practical engi- 
neered designs, careful selection and control of raw 
materials, uniform distribution of glass, precise tem- 
perature control in annealing and thorough quality 
control through laboratory tests and regular inspections. 


Anchorglass bottles are available in crystal, amber 
or green glass, with or without permanent applied 
color labels. Let us send you samples for test purposes, 





GLASS CORPORATION 
LANCASTER, OHIO 


* 
AK [ H | n) c | CK N a The Most Famous Name in Glass 





| 





best, but pointed out that TV is becoming increas- 
ingly important. 

There are still many answers to be obtained to 
various problems associated with the canning of 
carbonated beverages, panel members agreed. There 
is a need for a generally acceptable can, F. B. New- 
comb, sales manager of the American Can Co., 
declared. Newcomb said that his firm is going 
slowly in making cans for carbonated beverages, 
for it wants to know many more answers yet. He 
predicted that by the middle or end of next year 
there will be an ample supply of cans. 

In further discussion, Howard Ries gave a com- 
parison of the various costs and wholesale and re- 
tail selling prices of canning operations around the 
country. He stated that the minimum cost of canned 
beverages would average about $1.65 and that it 
would be necessary for a bottler to “go into” six- 
packs. Sam V. Tuttas, district sales manager of 
the Crown Cork and Seal Co., Chicago, estimated 
that new equipment for a canning operation would 
cost from $75,000 to $150,000. This would be for 
the canning equipment only, he emphasized. 

Speaking on “Some Facts About Dietetic Bever- 
ages,” Dr. G. A. Vacha, chief bacteriologist of the 
Minnesota Department of Agriculture, Dairy and 
Food Division, gave a summary of the various 
sweetening agents, aside from sugar, which are 
now on the market for use in beverages. There is 
a definite demand for dietetic beverages and it is not 
replacing the demand for standard merchandise, he 
declared. The dietetic beverage sales constitute a 
plus sale for the bottler, he pointed out. Between 
6,000,000 and 10,000,000 cases of dietetic drinks 
are sold in this country a year, Vacha said. 

Other convention speakers included Asa L. Day, 
president of the Keystone Coca-Cola Bottling Co., 
Wilkes Barre, Pa., who spoke on “Your National 
Association,” and J. S. Kelley, president of W. H. 
Hutchinson & Son, Inc., Chicago, who talked on 
“Prescription For Living.” 

All officers of the association were reelected. They 
are Wayne Austin, Gopher Bottling Co., Austin, 
Minn., president; Robert J. McManus, St. Paul 
Seven-Up Bottling Co., St. Paul, vice president; 
and Kenneth Carlson, Whistle Bottling Co., Minne- 
apolis, treasurer. Directors are Howard Ries; Fred 
W. Reichert, Jr., Reichert Dr. Pepper Bottling Co., 
Red Wing; Francis J. Bernick, Chas. A. Bernick 
Co., Inc., St. Cloud; Robert J. Hasslen; Walter 
Habe, Seven-Up Bottling Co., Minneapolis; Theo- 
dore E. Maki, City Bottling Co., Duluth; H. C. 
LeDuc, Jr., Crown Bottling Co., Mankato; and 
James Henry, Nesbitt Bottling Co., Minneapolis. 

New directors of the association are Wayne Kopp, 
Wadena Bottling Co., Wadena; Jim Minars, Seven- 
Up Bottling Co., Little Falls; and L. C. Meyer, Jr., 
Crystal Bottling Co., Fairmont. 
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Does your bottle washer 
look like this? 


HARD WATER sCcAtE—that’s the stuff that’s build- 
ing up in the pockets of this bottle washer. And 
that’s the stuff that scratches your bottles, cripples 
your washer, sends power costs up. Now’s the 
time to get rid of it—and here’s the way: 


Soak the scale off 
with Oakite Compound No. 32 


You just make up the solution in the tanks of the 
washer and turn the equipment on. Oakite Com- 
pound No. 32 dissolves all the scale in short order, 
even in areas that can’t be reached by mechanical 
methods. There’s no time-consuming scraping or 
chipping by hand—there’s no danger of damage 
to equipment either, because Oakite Compound 
No. 32 does not affect sound metal surfaces. 


See for yourself. Just ask your Oakite Technical 
Service Representative, or write Oakite Products, 
Inc., 20C Rector St., New York 6, N. Y. 


cyavizt? INDUSTRIAL Clean 
4 


am ce -——--- —— 


“Tee tatg . 


Technical Service Representatives in Principal Cities of U. S. & Canada 
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| 85th Year Reached By 
| De Lisser Extract Co. 


Not many companies in the allied fields can boast 


of the longevity record achieved by the De Lisser | 


Extract Co., New York City, this year. Established 
as a drug house in 1849 as the R. L. De Lisser Co., 
the firm, producing a full line of flavors, extracts 
and other specialty products for bottlers, has been 
serving the soft drink industry since 1870. 

W. J. Woodhull, Sr., who entered the company in 
i888, succeeded Geo. De Lisser in 1916, and man- 
aged the company nearly 60 years until his death 
in 1947. He was succeeded by his son, W. J. Wood- 
hull (Billy to his many friends throughout the indus- 
try), who had joined the company in 1927. The 
De Lisser Extract Co. name was established in 1930. 





Rigid quality control is standard practice at the De Lisser 
plant, and Bill Woodhull can be found at almost any time 
checking every phase of the manufacture of his products. 





A City College of New York graduate in chemis- 
try, Bill Woodhull has served the industry in many 
ways over the years. He has been president and 
treasurer of the Bottlers’ Service Club of New 
York, vice president of the National Bottlers Service 
Club and for years a member of the Advisory 
Board of the New York State Bottlers’ Association. 
The company has pioneered in making ginger ale 
flavors, adding vitamins to soft drinks, and lately, 
marketing a line of six sugar-free flavors under the 
“Sylph” label, in addition to its regular line of 
flavors and true fruit extracts. 

Throughout its long and honorable career, the 
firm has been a consistent advertiser in N.B.G. 


Cherry Blossoms Buys West India 
Extract Co. 


Cherry Blossoms Mfg. Co., St. Louis, Mo., has 
purchased the West-India Extract Co., also of St. 
Louis, and expects to continue the manufacture and 
distribution of the long-famous “West India Straw- 
berry” flavor originally developed by the West India 
Extract Co., one of the oldest flavor producers in 


the country. 
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WITH THE FUGITIVE 
AROMAS CAPTURED! 


You can improve your 
preduct amazingly —by 
use of FLAVOREX real 
fruit flavors. Our ‘‘Low 
Temp” process coaxes 
out and captures the 
very last drop of good- 
ness in the natural fruit. 
Those delicately elusive, 
but important, volatiles 
now are collected and 
entrapped in our real 
fruit concentrates. . . so 


FLAVOREX 


that all the full, rich, 
good taste goes directly 
into your product. 

Available—black rasp- 
berry, black cherry, 
grape,strawberry, black- 
berry, punch, lemon 
and orange—as real 
fruit pure concentrated 
juices. Or with other 
natural flavors for add- 
ed strength. Write for 
samplesand prices today, 


MAKERS OF FINE FRUIT JUICE FLAVORS 





AVE 


BALTIMORE 2, MD 









ge} 


INC. 
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to visit the new 


home of Double-Cola 


in Chattanooga 


At the foot of historic Lookout Mountain, facing 


U.S. highways 11, 41, 58 and 64, in the heart of Chattanooga, 


is the beautiful new home of Double-Cola. 


You will enjoy seeing the marvelous new production 


facilities, specially designed and constructed for 


the manufacture of Double-Cola Bortlers’ Concentrate. 


You will enjoy a trip through this modern new building 
and its beautifully equipped offices and meeting rooms. 


And you will especially enjoy the cordial welcome that awaits you. 


CHATTANOOGA, TENNESSEE 













THE DOUBLE-COLA COMPANY 








FIRST ELECTRICALLY OPERATED 
PREDETERMINED COUNTER 








| The Predetermined Electric Productimeter answers the de- 
mand for a compact, accurate rugged electrically actuated 
counter that will fit the dimensional requirements of vari- 
ous installations. Manufactured by the Durant Mfg. Co., 
Milwaukee, Wis., the unit permits control of production 
| on any electric counting installation to the exact quanti- 
| ties required. Available in either four or five figures, these 
| SPMF models are actuated by electric impulses to close 
| or open a switch at any preset count from 1 to 9999. A 
| metal hinged cover provides quick access to the prede- 
termined wheels for easy setting. 





Tow-Loader Device Eliminates Pallets 


| for Handling Unit Loads 


| A new handling device, called the Tow-Loader and 
| just announced by Towmotor Corporation, Cleve- 
| land, Ohio, makes it possible to use thin pallet sheets 
in place of the conventional fork entry type pallets 

| used in handling unit loads. 
Consisting of a modified Towmotor Unloader Ac- 
cessory with a gripping device built into the pusher 





NEW DEVICE FOR HANDLING 
UNIT LOADS 
Towmotor’s Tow-Loader permits the use of 


thin, low-cost pallet sheets in place of the 
usual fork-entry type pallets. 
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Speco Chill-It, a new 
canned chemical, is 
claimed to keep foods 
and drinks cold on 
Picnics, parties, etc., 
without melting or 
evaporating. The 
manufacturer, Speco, 
Inc., Cleveland 9, 
Ohio, states that Spe- 
co Chill-It, when 
frozen solid in a re- 
frigerator will radiate 
cold for long periods 
of time, A one-quart 
can is said to be 
equivalent to 15 lbs. 
of ice. It can be re- 
used indefinitely. 















































frame, the Tow-Loader pulls the palletized load onto 
either blades or forks and pushes it off at set-down 
points. 

Through the use of a Tow-Loader at both ship- 
ping and receiving ends, pallet loads can be loaded, 
shipped and unloaded swiftly at minimum cost. With 
the Tow-Loader, the thickness of the ordinary pallet 












is saved and the space is completely utilized. 
Once the unit loads have been placed on the pallet 












sheets, all further handling operations by the Tow- For the Crowning Performance, be sure 


Loader are completely mechanical. Further infor- your beverage crowns have the extra 
mation concerning this new development can be 
secured direct from Towmotor Corporation, 1226 
East 152nd Street, Cleveland 10, Ohio. 


protection of Mundet cork liners... 


processed from the world’s best cork. 


New Process Promises Mundet Cork Corporation, Crown Division, 


Greater Sanitation 7101 Tonnelle Avenue, North Bergen, N. J. 


Development of an entirely new process of manu- 
facture for sanitation chemicals has just been an- 
nounced by the Diversey Corporation of Chicago. 


This new method, called ““DIO-MIX,” blends in- 










gredients to obtain maximum uniformity. 


According to the company, Dio Mix is to cleaners 
as homogenizing is to milk. Instead of various sized, 
mechanically-mixed powders, flakes and granules, 
Dio-Mixed cleaners are identical in particle size. 
Thus, the problem of large, hard-to-dissolve particles 


at the top of the drum grading down to fine powders 





at the bottom has been eliminated. 





Diversey claims substantial savings will result 





COMPLETE CROWN SERVICE 





for users of Dio-Mixed products. Because of uni- MUNDET DISTRICT OFFICES 


formity, it will no longer be necessary to use too *ATLANTA DALLAS 1 KANSAS CITY 7, MO. PHILADELPHIA 39 
. ‘ , , , 339-41 Elizabeth Street, N.E. 601 Second Avenue 1428 St. Lovis Avenue 856 N. 48th Street 
much in order to maintain required solution 


*BOSTON DETROIT 21 *LOS ANGELES (Maywood) ST. LOUIS 9 


strength. Sifting and separating of powders, gran- 57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker Avenue 3176 Brannon Avenue 
ules and flakes does not occur. Each scoop is uni- CHICAGO *HOUSTON 11 “MILWAUKEE 9 wean Pecan: cer 7 
form regardless of what part of the drum it is aS E. Wacker Brive G0! Sepply Rew 4004 NN. 26th Stroct — 


*In Canada: 











pan >. CINCINNATI 2 JACKSONVILLE 6, FLA. *NEW ORLEANS 16 Mundet Cork & Insulation Ltd, 
taken from. Le 427 West 4th Street 800 E. Bay St. 315-325 N. Front Street "3 Booth Acenee, Toronto = = 
In addition to absolute uniformity, Dio-Mixed *CROWNS CARRIED IN STOCK 
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ror LABEL 


IS YOUR BEST SALESMAN ! 


Be sure it performs these important 
functions for you:— 


abe specialist ° ATTRACT THE SHOPPER 

penance + IDENTIFY YOUR BRAND 

oe aa © INDICATE THE FLAVOR 
© CREATE A FAVORABLE 


SALES IMPRESSION 
Lithographing Co., Inc. 


419 E. LOMBARD ST. 
BALTIMORE 2, MARYLAND 








FOR FASTER DELIVERIES 


t= 
wee con a 


7-HIGH Pallet BEVERAGE 
BODIES 


Deliveries are faster all along the line with new Stewart 
and Stevenson Pallet Bodies . quicker warehouse 
loading, more payload with cases stacked seven high in 
the same space of five on rack type bodies, and fast 
unloading at dealers with less driver fatigue. These durable 
all-welded bodies can be used on any make or model 
truck. Write today for full particulars. 


STEWART & STEVENSON SERVICES, INC. ros 






Main Office and Plant: 4516 Harrisburg Blvd., Houston 11, 
Texas. Phone WOodcrest 9691. 
Branches: Corpus Christi, Dallas, Lubbock, Wichita Falls, 
San Juan, Odessa. a fe 
Representatives: San Antonio, Longview, Brownsville, Abilene. Se Si 
WE WN 
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| cleaners are claimed to be non-dusting, free-flowing, 
| free-rinsing, completely water soluble with excellent 


grease-dissolving and water-softening properties. 


_ Crown Cork & Seal Releases Sound Film 


A new 16 mm. sound motion picture on the proper 
handling and storage of crowns has just been pro- 
duced by the Crown Cork & Seal Company, Inc., 
and is now available for showing to trade organiza- 
tions, conventions, association meetings, plant train- 
ing courses, etc. 

The film entitled, “Mr. Dopey O’Doodle,” is in 
color with a running time of approximately 25 
minutes. As the title suggests, it utilizes humor to 
present this important but often overlooked subject 
in bottle plant practices. 

Organizations may obtain a print of the film with- 
out cost by writing to the Crown Cork & Seal Com- 
pany, Inc., Advertising Department, Eastern Ave- 
nue and Kresson Street, Baltimore 3, Maryland. The 
borrower should give his name, organization, ad- 
dress, preferred showing date and an alternate date 
preferably 15 days after his first choice. 


Sales Builders Offered by 
Whistle and Vess Beverages 


Whistle & Vess Beverages, Inc., St. Louis 9, Mo., 
has started distribution of a colorful sales builder 
bottle neck rider and a window streamer designed 
to put real punch behind the sales of Vess Fruit 
Punch, recently introduced to the market. 

Descriptive literature and order blanks have been 
distributed to Vess bottlers urging them to take 
advantage of these sales promotion aids. 

In addition the company is sending 6 bottles of 
the new Vess Fruit Punch to the homes of all route 
salesmen listed with them in order to introduce this 
new beverage. Bottlers are also advised to either 
deliver a free case of the beverage to each dealer 
or to deliver four bottles in each case of beverages 
sold to the dealers on first delivery schedules. 


New Activated Carbon Selection 
Chart Available 


A new, convenient chart to help in the selection 
of the right type of activated carbon has been devel- 
oped by the Barnebey-Cheney Co. of Columbus, 
Ohio. 

The Adsorbite Type Selection Chart lists a num- 
ber of contrasting applications and suggests specific 
grades of activated carbon most likely to be found 
suitable for specific adsorption problems. 

Copies of the handy chart are available without 
charge from the Barnebey-Cheney Co., N. Cassady 
at 8th Avenue, Columbus 19, Ohio. 


Cut Costs...Increase Production with 


KISCO STEEMATIC 
Water Tube Boiler 


Kisco combines every desirable 
feature into this compact, 
automatic power plant to make 
this the ideal boiler for the 
bottling plant. It is designed 
and built for your needs. . . 
engineered for fast steaming 
and operates economically and 
efficiently with any type o* 
fuel. Fully insulated . . . fully 
automatic. 10 to 60 H.P. sizes. 






















WRITE FOR 
CATALOG 


New Innovations 
New Features 


New Advantages 
in this Highly 
Efficient, Automatic, 
Compact Power Plant 


Completely Assembled 
"Packaged" Unit 






KISCO BOILER & ENGINEERING CO. 


1414 DeKalb St St. Louis 4, Mo 


NULOMOLINE 
uid Dugar 







The quality liquid sugar 
for quality products...always uni- 
form...made by a manufacturer 
with over 40 years of KNOW-HOW 
and exacting standards. 


TANK CARS 
TANK WAGONS 
Order direct or 


through your 
Sugar Broker 


CONSIDER THESE ADVANTAGES: 


e@ Controls batches 
e@ Decreases labor costs 
@ Increases production 


e@ Eliminates bag dust, 
lint, and sugar 
spillage 


TEESE NULOML 


Lg “th 





THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 WALL STREET, NEW YORK 5, N. Y. 
Plants at 


. Brooklyn, N.Y. . Chicago, Ill. « Los Angeles, Cal. » Montreal, Canada 
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FASTER, SAFER HANDLING OF BEVERAGES CASES 





A low-cost beverage hand truck with patented locking 
arms is available from the Kolstad Company of Minne- 
apolis. Its simple operation promotes safety and ease in 
handling beverage cases. Called the Kolstad Pick-Quick 
Karrier, this unit transports stacks of 6 half-depth cases 
at a time. Locking arms automatically grip hand holes of 
bottom case with firm, positive action. It snatches sacks 
flush against walls and moves them through restricted 
passageways. The Karrier frame is constructed of 1 inch 
tubular steel. 





Cherry-Burrell Reports Higher 
Sales and Earnings 


Net income of Cherry-Burrell Corporation, manu- 
distributors of food and beverage 
processing equipment and supplies, the fiscal 
year ended October 31, 1953 amounted to $663,350 
or $1.03 a share on 457,235 shares of common stock 


facturers and 


for 


outstanding at the year-end, compared with $663,185 


and 93 cents a share on 457,185 common shares 


outstanding a year ago. 


Extracts— 
Assure Your Profit 
Structure at the 


Season's Peak with these 


TRUE FRUIT FLAVORS: 


Cream @ Orange @ Birch @ "Sas" 


We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices 


“THE GINGER HOUSE ” 
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For full details write for Bulletin SY-126-2, 


erage Bottling Plants—88 operating in plants bottling 


PEPSI-COLA METR 
of Philadelphia, Pa. 


USE 4 MEYER DUMORE BOTTLING UNITS 


OPOLITAN BOTTLING Co. 




















At the Memphis Street and the 
Pepsi-Cola Metropolitan Bottlig 


saves time and money with | 
DUMORE Bottling Unité/in ¢ 


Cleaner—for guaranteed clean 
DUMORE Syn-Cro-Mix filling” 


FLAVOR BONUS plus dependable filling. 


And—there are over 440 MEYER DUMORE ‘Syn 
Cro-Mix Filling Systems operating in Carbonated Bev- 


Pepsi-Cola. 


"Dumore in 54" 
























56-10 MEYER DUMORE Syn-Cro-Mix Filler at the Pepsi-Cola Bottling 
Co., of Philadelphia, Pa. 


- 
— 















528-A MEYER DUMORE Bottle Cleaner 
at the Pepsi-Cola Metropolitan Bottling 
Co. of Philadelphia, Pa. 








MEYER DUMORE Automatic Case Un- 
loader at the Pepsi-Cola Metropolitan 
Bottling Co., of Philadelphia, Pa. 







GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN ? 














treats 


pe year! 


Advantages of the JBAS 


SAVES SPACE—organic matter 
removal, alkalinity reduction and 
clarification combined efficiently 
in a compact unit. 

COMPLETE REMOVAL OF OBJECTIONABLE 
ORGANIC MATTER — adequate chlo- 
rine retention time assures posi- 
tive removal. 

NO WASH WATER WASTE — filter and 
purifier can be washed with 
treated water and wash water 
returned to the JBAS. 


NO CONTAMINATION—by using 
treated water for washing, there’s 
no contamination of equipment by 
raw water. 

MORE UNIFORM RESULTS — recircula- 
tion of slurry means lower 
alkalinity and maintains greater 
uniformity of result. 


SAVES CHEMICALS — comparative rec- 
ords show up to 15 percent chemi- 
cal savings over conventional 
plants. 

CONSTANT RATE OF OPERATION — water 
flow and chemical feed are main- 
tained at exact rate and correct 
proportion. No feed variation. 
Minimum supervision needed. 





beverage water 


MORE THAN A BILLION GALLONS of 
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Pure water pays off in profits. 
That’s why more than 600 better bottling plants have 
JBAS Water Treatment on the job... treating a 
total of 4% million gallons of beverage water 

per working day! These bottlers selected the JBAS 
because it assures a uniform-quality, full-flavored 
product yet requires just a few minutes operating 
attention per day. Protect your beverage flavor, 

cut your costs, and build your sales with reliable 
JBAS Water Treatment. For more details on 

the exclusive JBAS method, use the coupon below. 








INFILCO wet Tucson, Arizona 


Plants in Chicago and Joliet, Illinois 
FIELD OFFICES IN 28 PRINCIPAL CITIES 


INFILCO INC., P.O. Box 5033, Tucson, Arizona 
Please send me JBAS Bulletin 1823-N 






NAME 
i 
TITLE 
| 
WRITE : (0. 
FOR YOUR | ADDRES 
COPY... 
city damn ee 





“EASY COME-EASY GO” HAND TRUCK 




















Of particular interest to the bottling trade is 
the new M/W Model 21 Beverage Case Truck 
which handles up to five cases of bottled 
drinks and is equipped with special stair 
climber axle hangers to facilitate going up 
and down steps with heavy loads. It also 
features cushiony 10” pneumatic tires, 
mounted on roller-bearing wheels, that smooth 
out shocks and relieve operator strain in “easy 
come-easy go” fashion. An illustrated folder. 
showing the 1954 line of M/W Hand Trucks. 
is available from the manufacturer upon re- 
quest. Write to Moellenbrock & Wilke, Wash- 
ington, Mo. 





This bottle washer is one of the first units to be in {full 
operation at the new “showplant”’ of the James Vernor 
Company in Detroit. Custom-built by the Niagara Bottle 
Washer Mfg. Co., Toledo, Ohio, it has a capacity of 40 


one-gallon jugs per minute. 


National Bottlers’ Gazette 





























'@ LIN THE DOOR 





























DISPLAY TER j= 


P. ©. BOX 13266 ade 
DALLAS, TEXAS 





SEND FOR CATALOG: 


FRONTIER MFG. CO. 
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“CHOK-A-FIZZ” 


pea Ms: SODA IN BOTTLES 


The Only Real Chocolate Carbonated Drink © 
@ Finest Quality @ Good -Profit Maker @ | 
No Special Bottling. Equipment Needed @ 
Public Available 


for complete information write direct to: 


CHOK-A-FIZZ 
PRODUCTS CO. 


4508 S. ASHLAND AVE. 
od i ley \clomm Mami 4 Si, lel h) 


~/7- BENERAGE CASE TRUCK 





Accepted @ Franchises 









WITH 10° RUBBER TIRES 
OMY Mw 50” TALL- 
Perfect Salance em we 
= Se 
Check these features and epee 
you will see why M/W CUT. pwces 


















Case Trucks have been , 
accepted as the stand- a. (Mectbes®) 
ard for the bottling in- . (foox? 
dustry. 

Priced from 

$17.95 

Huatlable 


Prom Your Supplicn 


Manufactured by Model 21 


Nocllenbrock & Wilke 


WASHINGTON, MO. 
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“Hy" Schwartz Joins Spa-King 


Spa-King Mount Clemens Water Products Corp., 
has announced the appointment of Hyman Schwartz, 
well known specialist in the soft drink industry, as 
Chief Marketing Consultant. 

Mr. Schwartz has been identified with the soft 
drink industry during the past 25 years.. He organ- 
ized and represented as counsel the first distributors 
association in the New York Metropolitan area and 
is presently counsel to the Empire City Soft Drink 
Distributors Association. He is responsible for the 
present system of distribution, of all the major 
soft drinks distributed by the independent dis- 
tributors in New York area, including such bever- 
Swetts Root Beer, Sun Spot, 
Dr. Brown’s and other soft drinks. Mr. Schwartz 
will direct, counsel and advise the company in the 
distribution of its both 
nationally. 


ages as Mission, Dr. 


products, locally and 


Liquid Carbonic Accepts 
Defense Contract 

W. A. Brown, Jr., 
ager of The Liquid Carbonic Corporation, reported 
today that the company has formalized a $9,000,- 
000 contract to produce pylons for the Republic 
Aviation Corporation. This new defense contract, 
which is a part of the Jet Fighter Program of the 
Air Force, will enable the company to show an in- 


president and general man- 


crease over last year’s level of defense shipments. 

The announced first 
earnings that were higher 
Mr. 
second quarter also 


company recently quarter 


than the 
Brown said 


substantially 
first quarter of the previous year. 
in the 
reflect improvement over the second quarter of the 


that operations so far 


previous year. 


Lettered Sportswear Available for 
Beverage Promotions 


An informative catalog which describes attrac- 
flock-embossed lettered sportswear suitable 
for has been issued by the 
Stylecraft Mfg. Company, Cincinnati 2, Ohio. 

selection of T-shirts, 


tively 
beverage promotion, 
A large sweat shirts and 
change aprons is described with approved trade- 
mark reproductions which can effectively be used by 
bottlers in gaining publicity and stimulating sales. 

In addition to size specifications and descriptive 
material concerning the various types of lettered 
with the 
schedules are 


shirts available permanent dye process 


lettering, price also included so that 
bottlers may estimate costs of any sales promotion 
program. 

blanks 
obtained from the 


Street, 


and other 
Stylecraft 
Ohio. 


the order 
information may be 


Mfg. Co., 


Copies of catalog, 


717 Sycamore Cincinnati 2, 
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p ENN Crowns 


SPECIAL 
or STOCK 





















For more than 20 years a reliable 
source of supply for precision- 


made... handsomely 
lithographed Vite she 
CROWNS for the manufacture 


bottling industry. 


PENN 


CORK & CLOSURES, INC. 
Brooklyn 22, N. Y. 


1155 Manhattan Ave., 
EVergreen 












Screw caps 
from 18mm 
to 89mm. 





9-4416 












Buy 


Specify 


ECONOMY... 
Tufbilt Beverage 


ment parts. 


Standard 
replacement parts. 


BALE 
J Thies 











For a Better 


than ten years’ service for many Gaco Cases. 
add economy through availability of standard replace- 
Send us your order today . . 


























Este Tufbilt 


Beverage Cases 


is what you get when you buy Gaco 
Bottlers records show more 


You 


Cases. 


. see why 
Gaco Cases... 


LOOK BETTER 
LAST LONGER 


GIDEON - ANDERSON 













CIDEON MISSOURI 








For over 30 years... FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


— two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flevors 


THEALL & PILE, INC. 722 feat gaia! 











SIGNS 
that- GO 


PLACES! 


First on the trucks .. . first with the truckers 
Your trucks go where your customers are... 
that’s why your best and most inexpensive 
advertising is on your own truck panels. 
MEYERCORD Decal Truck Signs, designed 
and produced to your specific requirements are 
always uniform, easy an > to apply, have a 
long, useful life in every kind of weather. Get 
the full facts... write 


MEYERCORD 
ie] —eo7 UE 


46101, @ 111, 





FREE! 
“Ads on Wheels” Decal 
Truck Booklet... ask 
for it on company 
letterhead. 





Wolds Le geal. ‘Decabeomania Manuf. Mies 
, 


Dept. U-501 5323 W. Lake Street, Chicago 44, Ill. 





New Promotion at Diversey 
AMES — IN THE NEWS W. E. Noyes, vice president in charge of sales for 





T. Fred Baker Retires from Sunkist 
Growers Products Department 


D. R. Thompson, general manager, Sunkist Grow- 
ers, Products Department, has made known the re- 
tirement of 7. Fred Baker, eastern division man- 
ager. Mr. Baker has been in charge of sales in this 
area since 1926 with headquarters at 99 Hudson 
Street, New York. 


New Assistant Division Manager 
at Gair Cartons Division 


Norman F. Greenway, vice president in charge 
of folding carton operations at Robert Gair Com- 
pany, Inc., New York, manufacturers of folding 
cartons, paperboard and corrugated containers, has 
announced the appointment of Heinz Ahlmeyer as 
assistant division manager at its Gair Cartons divi- 
sion, Piermont, N. Y. 

Mr. Ahlmeyer has been superintendent of plant 
maintenance there, joined that department as a 
machinist in 1934. 


Designed for MORE 
EFFICIENT OPERATION! 


@ Stainless steel storage 
and mixing tanks 

Te 

@ Woter polishers 

@ Filter paper : 

% WRITE FOR 

@ Filter cloth LITERATURE 

@ Gravity wheel etc TODAY 

@ Tubing tt phe 

« Fillers die we in 


@ Pumps 

@ Sanitary fittings 

@ Stainless steel small- 
ware; pails, measures 


conveyors 


@ Portable agitators . 


FILPACO INDUSTRIES 
THE FILTER PAPER COMPANY 


2414 S. MICHIGAN AVE. CHICAGO 16, ILL. U.S.A. 
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the Diversey Corporation, Chicago, has announced 
the promotion of five men to new key sales positions 
within the Diversey sales department. 

R. J. Stell was named manager of new product 
development, a newly created position; C. R. Reid 
was promoted to assistant general sales manager; 
E. M. Petrie has been appointed manager of Diver- 
sey’s Technical Service department; M. J. Butler, 
Jr. was named advertising-sales promotion man- 
ager; and H. M. Pickles, Jr. has been appointed 
assistant to Vice President Noyes. 

The moves were said by Mr. Noyes to be part of 
the Company’s aggressive plans for expansion in 
present and new markets. 


J. M. Nester Named President 
of Glass Container Institute 

Joseph M. Nester was elected president of the 
Glass Container Manufacturers Institute, Inc., at 
the Institute’s tenth annual meeting held at White 
Sulphur Springs, May 18. 

Mr. Nester is president of the Obear-Nester Glass 
Company, one of the seventy-eight manufacturers of 
glass bottles, jars, closures and supplies comprising 


the Institute’s membership. 


Get in the Spirit! 


BOTTLE "76" — AMERICA’S QUALITY 
LEMON-LIME FAVORITE. WRITE 
FOR COMPLETE DETAILS 





THE MEYERCORD co. 











GREEN RIVER 
is 
ROLLING! 


IT'S A FRANCHISE 
WORTH HAVING. 
LEARN ABOUT IT! 





Write 


GREEN RIVER CORPORATION 


1926 W. 18th Street Chicago, Ill. 















Thatcher Names Joseph L. Stanley 
Manager of Philadelphia Office 

The Thatcher Glass Mfg. Co., Inc., Elmira, N. Y. 
has announced the retirement of H. Parks Shrader, 
manager of their Philadelphia office, and the ap- 
pointment of Joseph L. Stanley to succeed him in 


that position. 


Dr. Pepper Officers Re-elected 
Stockholders of Dr. Pepper Company re-elected 
eleven directors at their annual meeting. Directors 
re-elected all company officers and declared the firm’s 
ninety-eight consecutive quarterly dividend. The 
dividend of 15 cents a share on common stock is 
payable June 1 to stockholders of record May 20. 
President Leonard M. Green told the stockholders : 
“The promise of 1954 is even greater than the 
accomplishments of 1953. The soft drink industry is 
far from full realization of its maximum potential. 
The directors include Green, Board Chairman J. 
S. O’Hara, Joe R. Rice, president of the Dr. Pepper 
Bottling Company of Winston-Salem, N. C.; H. 8S. 
Billingsley, vice-president and secretary-treasurer ; 
S. M. Leftwich, vice-president and general counsel, 
and Don C. Bryan of Montgomery, Ala.; E. V. Clark, 
O. Malcolm Cummings, J. W. Link, Jr. and Wesley 
West, all of Houston, and EK. E. Fogelson of Dallas. 
Other officers re-elected, in addition to those 


The World’s 
STAR Best 


Opener 


TRADE MARK REG. 
crm STATIONARY 
| som «= BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
Nc&WwPORT NEWS, VA. 





HOW IT WORKS 


National Bottlers’ Gazette 

















FASTEST GROWING “UP”! 





Slow Items 


© Simplify 
TTT TITTY TAT vote Sorting 
1015 $. Washington St., Peoria, Ill 





named, included E. M. Dosser, E. A . Millican, W. W. 
Clements and C. L. Callaway, vice-presidents, and 
Hilton Folkes, assistant secretary. 


Maurice V. Odquist New Vice President 
at Cantrell & Cochrane Corp. 


Walter S. Mack, president of Cantrell & Cochrane 
Corp. has announced the election by the Board of 
of Maurice V. Od- 
quist as vice president in charge of national sales 
of C&C Super 
Odquist recently joined the company as director of 
national sales promotion and merchandising. 

Mr. Odquist also handled the introduction of 
canned beer for the American Can Company, and 
was for several years prior, in charge of store mer- 
chandising for the A&P chain. 


Directors of that corporation, 


Soft Drinks in cap-top cans. Mr. 


Geo. J. Meyer Mfg. Co. 
Appoints Sales Engineer 


William J. Mahota, Jr. has been appointed sales 
engineer of the Geo. J. Meyer Manufacturing Co., 
Milwaukee 1, Wis., in the area previously covered 
by Earl W. Estes, who died in November, 1953. 

Mr. Mahota’s territory includes the States of Mis- 

Iowa, Kansas, Arkansas and Southern Illi- 
He has a background of many 
ence in 


souri, 


nois. years experi- 


require- 


bottling department production 




















(i) 
COMING ATTRACTION ( 


SEE BONDS PAGE 


IN THIS MAGAZINE 
NEXT MONTH... 
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flock embossed 


‘T-SHIRTS 
CHANGE APRONS 
+ sweat shirts - jackets 
TO ADVERTISE 
AND PROMOTE 


, YOUR BEVERAGE 
| STYLECRAFT MARUPACTURING co. we 


717 Sycamore St Cir nnat 2. Ohic ANY TRAL 


it’s growing in 
* popularity 
* promotion 
* profits 


Write or Call for Franchise Information. 






} _ 






CAN REPRO ( 
E-MARK 


560 OLSON HIGHWAY, MINNEAPOLIS, MINN. 








the Canada Dry Ginger Ale Co. of New York for 
the past four years in the capacity of both specialty 
salesman and route salesman. When the Buffalo 
plant was purchased by local businessmen in Sep- 
tember, Mr. Hoffman was hired as a sales super- 
He was graduated from Canisius College 
where he received a B. S. Prior to 
that he served overseas in the infantry and Medical 
Core of the U. S. Army. 

Canada Dry Bottling Co. of Buffalo is owned by 
E. Reed Low, 
J. Meyer, Vice President in charge of production 
and transportation and Leo H. Ward, Treasurer. 
The present plant has a capacity of 2,000 cases 
per day and engages in the manufacture of a com- 
plete line of carbonated beverages. 
























visor. 
degree in 1950. 


President in charge of sales, George 





WILLIAM J. MAHOTA, Jr. 





ments and is well versed in matters pertaining to 
bottling department production problems. 

St. Louis, Mo. headquarters has been established 
by Mr. Mahota at the Forest Park Hotel, 4910 West 
Pine Boulevard, providing contact facilities for sales 
and service. 


New Appointments at 

Canada Dry Bottling Co. of Buffalo 
Robert V. 

of the 

announced yesterday. Mr. 


Hoffman was appointed sales manager 
Canada Dry Bottling Co. of Buffalo, it was 
Hoffman has been with 





ROBERT V. HOFFMANN 





Made Right 
Where the 






HESSE 
builds better 


beverage 


bodies 










Deck or 






pallet types. 








Free estimates: 


BA 4212 








. for bottlers who want their drink to have 
that delightfully refreshing “home-made”’ taste. 


CITRUS JUICE & FLAVOR CO., LTD. 


Fine Citrus Flavors Since 1929 


ORANGE, CALIFORNIA —Write for information 


CARRIAGE COMPANY 


1720 Cherry St., Kansas City, Mo. 





“"E, BERGHAUSEN. CHRMICAL.. 





SPECIAL . | 
ANNOUNCEMENTS 





SCHOOL 
WILL SELL YOUR BEVERAGES! 


SHARP: & CO. Inc., 320) oax crove-oattas 4, Texas 








FOR SALE 


Accumulating tables with 36" stainless steel 
disc and variable speed drive (new). Rebuilt 
equipment: labelers, fillers, mixers, water 
and syrup filters, carbonators, washers. 

We rebuild Bottling Equipment. 


MICELI EQUIPMENT CORP. 
2038 Bergen St. Brooklyn 33, N. Y. 


4538 W. MITCHELL AVENUE CINCINNATI 32, OHIO 


CLASSIFIED 


ADVERTISING 











‘ ~ 


= | OAVE O07 


on your equipment purchases 


|—~— Late model fully reconditioned 


USED EQUIPMENT 


__-_ that's as good as new! 


WRITE, WIRE OR PHONE TODAY! 


BUCKNER EQUIPMENT CO. 


Liquid Handling Materials and Equipment 
3024 South Wabash Ave. - Chicago 16, Ill. 
Phone DAnube 6-1344 





CLASSIFIED SPECIAL 
ADVERTISING [i ANNOUNCEMENTS 

















RATES AND GENERAL 
INFORMATION 


@ For sale, Exchange and Wanted 
Advertisements are available at the 
following rates: 25 words, $1.50 each 
insertion; 6c for each additional word. 
Address of box number is not included 
in word count. A number, or group of 
numbers is considered as one word. 


@ Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 

© In answering advertisements, please 
take notice that letters must be sent 
to the box number, initials, name or 


address, given by advertisers. 


@ Please Note!—The N. B. G. assumes 
no responsibility for condition or de- 
scription of items listed in this section. 
All information is furnished by the 
advertisers. 














FOR SALE 


FOR SALE 


Business Opportunities, Bottling Establishments | OSLUND automatic Duplex Rotary labeler, 
lira eiacciriinininipis “ange _ or ae | unused since it was rebuilt in 1948. Feeds 
; S bo yr plz ort as . 
Fo ayer yen mel ae ae at drinks ‘6c | right to left. Now set up for body label on 
BOX W. H. 12 oz. bottles. 


price; can be bought reasonable 


918.—6.1 


ERMOLD 6-wide Automatic Labelers (3), set 
up for 12 oz. beer bottles. Priced for imme- 








FOR SALE 


diate sale. 


LIQUID Quart Washer, 16-wide, double end. 


Machinery, Apparatus, Materials, Bottles, Boxes 


aera PERRY EQUIPMENT CORP. 


FOR SALE.—We have for sale 1 Heil 12 wide 








4 compartment split soaker; single end; accumu- 1419 N. 6th Street Phila. 22, Pa. 
lative load model KHS, 12 serial 2666-A-72227; 
purchased 1948; perfect condition; no reasonable 
offer refused; if interested, kindly contact writer; 
MR. SOL GREEN, SEVEN-UP BOTG. CO., 
13-21 Boston St., Newark, N. J.—5.-1. 
dipianinnanie. het ne FOR SALE!!! 
FOR SALE.—Heil 12 wide 4 compartment 
soaker for split size bottles; single end; accumu 5000 r. 8-oz. emeral 
lative load model KHS 12; serial 2666-A-72227 ; 9 d green bottles, select 
purchased 1948; perfect condition; no reasonable style, packed 3 dozen to carton. 
offer refused; for full information write to Sol 
Green, SEVEN-UP BOTTLING CO., 18 Boston 50,000 12-oz. export partitions. 
St., Newark, N. J.—6.-1 
; 4000 cases 12-oz. ACL flint sodas, 2 dozen to 
5 . ot o ran 3 spot Oo S, 
FOR SALE.—Lot of brand new sj crown weetee cae. 


some plain, 
them; lot of 
dard Knapp 


some with word beet 
steel beer storage tank 
bottle packer; one, 8 


and ale 
Ss; one Stan 


labeler; Meyer Dumore nn Bisons pasteur, PENN BOTTLE & SUPPLY CO. 


izer; 
wide bottle 


brewery closed and we 


rr phone 46 


318, Bellaire, 


40 spout Cemco filler; Meyer 
washer; all priced very 
wish to liquidate; 


MATX BREWING CO 
Ohio 6,-1 











CAN YOU AFFORD 
NOT TO HAVE A B-1 FRANCHISE 


@ What Are Lemon-Lime Sales in Your Territory Today ? ? ? 

@ What Do You Think of the Potential Two, Three, Five Years From Now ? ? ? 

@ Will This Increased Lemon-Lime Volume Come From You or Your Competitor ? ? ? 
© A B-1 Franchise Will Best Equip You to get a Substantial Share of the Growing Lemon-Lime Business. 
@ Available in 7 oz., 10 oz., 28 oz. or All Three Sizes As Your Local Situation Demands. 


YOUR TERRITORY MAY BE OPEN. FOR DETAILS WRITE, WIRE, PHONE 
B-1 BEVERAGE CO., 2301 Hampton Ave., St. Louis, Mo. — Phone: Mission 7-1860 
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Dumore 


eset A 5619 Cherry Street Phila. 39, Pa. 
Box 





ZEPHYR BODIES | 
ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs ang 
maintenance. 


FREE CATALOG 





SPECIALTY ENGINEERING CO. "sles Soryess* 5" 


National Bottlers’ Gazette 



























Chas. S \ACOBOWITL Coz 


J071 MAIN ST BUFFALO 14 WY AMHERST 


WE’RE BUYING 


GOOD USED 
EQUIPMENT 


"| | AGAIN! 


We are in the market for good, late 
model bottle washers, Cem fillers 
and saturators, automatic labelers 
and syrup room equipment. 















We pay highest cash prices for good, 
late model equipment. Give com- 








plete description in first letter. 

» Remember, we are always interested 

* in “trade deals”. We have the larg- 

r est stock of bottle washers, fillers, 
labelers, etc. Tell us what you need! 

+ 

> Serving American Industry £or over FO Years 








WE BUY—SELL & EXCHANGE 
: BOTTLES ... CASES 


Any type... . large & small Quantities. "An 
exchange can be arranged"—contact 
S. M. AIDMAN, Sales Mgr. 


STATE BOTTLE COMPANY 


2722 E. 51st St. Cleveland 4, Ohio 
HEnderson 1-7177 








FILTER PAPER ... FOR 


WATER, SYRUP AND 
CITRIC ACID 


We can match any size—any kind—just send 
one along as a sample. 


We carry a large stock of the quality you 
need. Immediate Shipment. 


S. ERVIN DIEHL, JR. 


1300 No. Front St. Philadelphia 22, Pa. 


CLASSIFIED CLASSIFIED | 


ADVERTISING | ADVERTISING 








FOR SALE.—Dixie model F one-man hookup, | FOR SALE.—Fort Wayne chocolate retorts, 
like new; Dixie model C automatic; bargain | capacity 50 cases—DIAMOND GINGER ALE, 
prices; installed larger machinery; also wanted INC., Waterbury, Conn,—6.-1. ; 


to buy 10 horsepower water cooling unit, phone 
9.1764; 7 NG TLING W ral ; 
ay at be - inde BOTTLING WORKS, Read FOR SALE.—250 gal. Red Diamond carbo 
’ ‘ oS nator; c-5f20 5 w, 5 hp compressor; No. 904 Red 

e Diamond cooler 70 to 45 degrees; 15 head Red 
FOR SALE.—5 model A and 3 model B Ven- Diamond left hand mixer pints and quarts; 36 in. 





dorlator vending machines; good condition; | accumulating table 1 hp motor; syrup transfer 
$125.00 each if all are per hased as one lot, f.o.b. pump and filter type hp-6 No. 3675; c.s. 20 600 
Flint, Michigan.—CANADA DRY BOTTLING |} gal. per hour Red Diamond declorinator; f.s. 20 


CO., 2307 S. Saginaw, Flint, Michigz an.—6.-1. 
- — — | body; about 18 ft. st 1inless steel chain and two 


600 gal. Kwik kleen filter; 400 gal. tinned brass 


FOR SA LE. —Jumbo 7 head crowner, ~ Model | bends; 2 100 gal. Loman stainless steel storage 
E.—PERRY EQUIP. ¢ ‘ORE. 1419 N. 6th St., tanks; I will sell the complete group for $5,000.00 
Phila. 22, Pa.—6.-1. f.o.b. Walla Walla, Wash.; or will sell by the 

—— = | piece if desired; all in perfect condition.—A,. T. 

FOR SALE.- 24 pocket, 12 oz. 7-UP and Dr. | MATTILA, 408 So. 10th, Walla Walla, Wash. 

Pepper half depth cases; approximately 12% in. 4.-1, . 


x 19 in. x 5% in.; good condition, most like new 
18c each, f.o.b. McCook, Nebraska; first check 


takes—_STEVENS 7-UP BOTTLING CO., Mc- FOR SALE.— Liquid pews washer; Liquid 

Cook. Nebraska.—6.-1. twelve spout filler; good condition; price reason 

pe nie Re ap” | able.—VIRGINIA’ ETNA SPRINGS CO., P. O. 
FOR SALE.—900 gross used plain 7 oz. ca Box 773, Roanoke, Va.—6.-1. 

pacity, 10 oz. weight, emerald green soda water 

bottles, 7-U p style; excellent condition, like new ; FOR SALE. —One Star Liquid DeLuxe 250 

pene Cc 716 stout 1 4: ou. < ae RT , «mead a 54 g. p> carbonator almost new.—)] ACOB ADAMO, 
NC., 116 | oS Sry Oe Se we eee ee INC., 81-88 Prospect St., Stapleton, N. Y.—10.-2. 
FOR SALE.—800 gross 6.5 oz. soda bottles j 

samuel os. and 2 sabe to sate: ma us ons FOR SALE. — Complete line of replacement 

offer; flo.b. Superior, Wisc.—COCA-COLA BOT- parts for Shields filling machines; also rebuilt one 

TLING CO. Superior, Wisc 6.-1. and two head hand feed machines and one head 


automatics; M. E. WATKINS, 1210 Prospect 
St., Castle Shannon, Pittsburgh 34, Penn.—1.-6 
FOR SALE.—1417 bottling line, Cem 20 ppont, = : 
S de D and L was Cem saturator and Temp 
ae padi PD voy wr TR : BEVERAGE FOR SALE.—1 4 compartment 12-wide Meyer 
CO., Youngstown, Ohio.—6.-1. washer in good oper: ating condition; 1 40 spout 
Liquid filler; both of these units ran steadily, until 
December 3lst at which time they were taken out 


FOR SALE. — Heil bottle washer; 12 wide for a larger equipment installation; GOLDEN 
KHQ; 48-96 b.p.m.; good conditeon; price $6, AGE BEVERAGE CO., 600 E. Exchange St., 
000.00; write—THE HEIL CO., Milwaukee, Akron, Ohio.—1.-tf 
Wisc 6.-1 

: : ie FOR SALE.—1 Meyer Dumore, 4 compartment, 

FOR SALE.—Standard Knapp 4 lane 12 oz 12 wide. half pint to quart washer; 1 [ commanel 
grid case packer, semi automatic ; in perfect con | ment, 12 wide, half pint Liquid washer; 1 8 wide 
dition, price $1,875.00 f,o.b. Providence, R. | Ermold labeler; 1 10 wide Ermold labeler; 2 
ROY AL CROWN BOTT LING CO., 116 Lester Liquid 40 spout fillers; 2 Tunsbo model I crowners: 
St., Providence, R I.—6.-1 6 Kuhns type bodies: GOLDEN AG E BE VER 


AGE CORP., Youngstown 2, Ohio.—5 
FOR SALE.—Ingersoll-Rand air compressor ; 


5 c.f.p.m.; 10 va —— en yy So gos Lamp FOR SALE.—Cup machines; 4 Westinghouse 
water treating tank with spool hiter D0 z.p.h and 3 Lyons includes 1 1.200 dri k 2 

4 uf : - 5 : , i 3 yons in ~ > nk 2 flavor ma 
$150.00 PEPSI-COLA BOTTLING CO., 13840 chine; 3 1,000 drink, 2 500 drink, 1 400 drink: de 


University Avenue, St. Paul 4, Minn,—6.-1 tails upon request.—ROC KFORD COCA-( OLA 
as BOTTLING CO., Rockford, Ill.—5.-2. 


FOR SALE.—Ten thousand cases Mason’s 10 











= s ¢ . be aed a beng if. — HP aR = FOR SALE. = cases * Orangette and 
Oo S packer ) carton, pol P emonette 6 oz vottles and shells available to 
KELLY’S BE VERAGE CoO., 1700 South Union gether with 5,000 new Grapette 6 oz. carton shells : 
St., Mishawaka, Inc 6. also 3,000 new private brand 24 pocket half depth 
shells fi i oz. or 10 oz. bottles available for im 
=a diate y slivery, f.o.b. St. Louis, Mo. G. F., 
aN RCH & CO., 110 S. Central Ave., St. Louis 
5 oO 6-2, 
— ry’ 
8000 ctns. 24/7 oz. new fit., stippled, one-way. HELP WANTED 
5000 cs. 24/6 oz "Nutri-Cola" 7/2" ht. Foremen Helpers, Practical Bottlers, Salesmen 
MWe" = £m LP as 
500 gr. fit. 7 oz. sodas, Itd. “Kramer”, 8%" ht. | et Pp WANTED.—Salesman experience in sell 
5000 cs. 30/7 oz. ACL "Mr. Grape". ing carbonated ousipenent to. bars, cafes, pees 
oe and drug stores in Massachusetts and Rhode 
1200 cs. 8 oz. fit. sodas, itd. 87s" ht. Island; excellent opportunity for the right man 
20,000 ctns. 24/8 oz. e. g. sodas, 7'/2 ht. anit oa cote Comengy ) Deane. oe eee 
700 gr. amber 9 oz. Itd. "Red Top", 9/2" ht. | ; 
500 gr. fit. 10 oz. ACL "Richardson" Root Beer. HELP WANTED. Successful salesmen s¢ lling 
ated ; to bottlers can make good extra money selling 
250 gr. fit. 10 oz. ACL "Silver Seal". our complete line quality extracts is side line; 
" " write fully, stating territory and lines now carried 
200 gr. fit. 10 oz. ACL "Hollywood". to: DEPT. G.B. LOTUS MFG. CO. Box 136 


35,000 ctns. 24/12 oz. new fit. one-way bottles. | San Antonio 6, Texas.—5.-1 

100 gr. 28 oz. ACL sodas, 11'/2" ht. HELP WANTED.—Sele 1. old 
5000 full-depth cs. 28 oz. sodas, 1137/4" ht. tablished flavor house sente mens wat * eoaaliier 
150 gr. 32 oz. ACL sodas. side line or full time.—S. F., BOX 809.—7..-+tf. 


HELP Rag we Decorati ng dept foreman ; 


I. BASKOWITZ BOTTLE CO., INC, man with full knowledge of sik’ screening on 


glass; semi-automatic equipment; some haves mh al 


1301 Grand St. Brooklyn 11, N. Y. | ability required; plant in Chicago; room for ad 


vancement; BOX No. V.T. 904 4.-4 
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2 16-wide 5 comp. MEYER-DUMORES 
Available for inspection at our N. Y. C. 
warehouse. 


Exceptional Equipment offerings: 
@ 8 & 12 wide Quart Heil Washers, 1947 
@ 6 wide D & L 1947 
@ 12 spout Red Diamond, 1948 
@ 24 spout Liquid, 1947 
© 20 & 40 Spout Cem fillers 
®@ Dixie Automatic fillers, Models D & F 
@ 250 & 500 gph Cem Saturators 
@ 12 head Cem Tumbler 


@ Large stock of stainless steel syrup 
room equipment. 








COMPLETE CANNING LINE EQUIPMENT! 


Unscramblers ... Rinsers 
Fillers... Weighers... 
Packers... 





BOTTLE OFFERINGS: 


5 M cases 6 oz. NUTRI COLA 


10 M cases plain 8 oz., flint and emerald 
green 


10 M cases 71/2 oz. attractive ACL sodas. 














AIDMON 


BOTTLE & SUPPLY CO.,; INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 
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HELP WANTED.—Sales manager who is a 
producer; if ycu can qualify, here is your oppor- 
tunity of a lifetime; good company with excellent 
future; what have you accomplished in the past; 
remuneration commensurate with ability; refer- 
ences essential; replies confidential—BOX No. 

r F. 916.—6.-1, 








WORK WANTED 


Situations — — Rottlers, a er 


_ POSITION WANTED. <Riaaianh hediaceiind 
in beverage industry as plant owner, manager 
with exce lent record for getting the job done; 
enjoy reputation second to none as franchise man 
and regional manager; have good reason for de- 
siring change; willing and able to accept responsi- 
bility ; interested in any proposition that has merit 
and where hard work will be rewarded; BOX No. 
W.D. 914.—5.-1. 





POSITION WANTED.—Sales manager or kin- 
dred job; has fourteen years experience as general 
manager of six truck operation; age 38; willing 
to work anywhere in any section of country; 7038 
SU el AVENUE, Apt. 1, Greensboro, N.C. 





POSITION WANTED.—Have unique sales ex- 
perience to offer to growing franchise company, 
including can and bottle sales, franchising, dis- 
tribution, promotion; have owned and operated 
plant of my own, am familiar with bottlers on 

eastern seaboard and with all phases of producing 
aad marketing soft drinks; can start immediately 
for reputable firm.—BOX W. G. 917.—6.-t.f. 


POSITION WANTED. Production foreman ; 
married; 33 yrs. of age; 14 yrs. experience in the 
beverage line: metropolitan N. Y. area preferred 
but not essential; available immediately BOX 
No. W. I. 919.—6.-1 








WANTED TO BUY 


mnths Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY. = “Would: like bottling 
franchise and territory with opportunity of learn- 
ing business to eventually purchase fully or have 
controlling interest: will consider any desirable 
location a. prefer East or South; BOX No. V.I. 
893.—2. 


WANTED TO BUY.—Mechanical engineer 
with merchandising background wants to buy or 
lease bottling plant, and to hear from equipment 
suppliers,, and franchising representatives; DUN 
CAN MAGGREGOR, 811 Scott St., Maumee, 
Ohio.—3.-1. 


WANTED TO BUY.—150 Ib. dry ice convertors ; 
CARBONIC SALES CO., 1010 Rosine St., Hous 
ton, Texas.—4.-3. 


WANTED TO BUY. 30-pocket half- dent 
shells for small bottles; any quantity ; write condi- 
m 


tion and Laima V.V. BOX No. 906.—4.- 


WANTED TO BUY. theta sends national- 
ly known cola | franchise or independent brand ; 
minimum sales 250,000 cases annually; all replies 
confidential ; VP BOX $900.—4,-1 


WANTED TO BUY. — 3,000 pounds capacity 
lift truck in good condition, reply; 635 E. 12th 
St., Jacksonville, Fla.—5.-1 


WANTED TO BUY.—Dry ice convertor, 600 
lb. size or 700 Ib. size or 1,000 Ib. size; THE 
BOOTH CO., P.O. Box 1632, Huntington, W. Va. 

§.-1. 


WANTED TO BUY.—We 2re interested in ob- 
taining about 100 50 lb. and 100 20 Ib. used cylin- 
ders that can be used for COz gas; also two 250 
lb. dry ice convertors, used.—J. are 2005 
N. Miami Avenue, Miami, Fla.—5 


WANTED TO BUY.—Any quantity 32 oz 


green or white, plain or lettered sodas; 24 oz 
plain, green or white, Nehi and RC cola bottles, 
any franchise or siphon bottles; soda tanks and 
wood cases; contact S. M. AIDMON, STATE 
BOTTLE CO., 27 i E. 5ist St., Cleveland 4, 


Ohio. Phone HE-1-7177.—8. t.f 

WANTED TO BUY.—Automatic labeling ma 
chines; with or without foilers; also foiling attach 
ments for Oslund and World; please state condi 
tion, left or right together with price; write 
BOX 279, Holt, Michigan.—46.-1. 











MEYER DUMORE 
BOTTLE WASHERS 


For Immediate Delivery 


@ 12-wide, 4 comp. double-end. 


New in 1940. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Newburgh, N. Y. until 
January this year. It was well taken care 
of and is in excellent condition. Inspec- 
tion invited. 


®@ 8-wide, 3-comp. double-end. 


New in 1941. Will handle splits to quarts. 
This machine was used by the Pepsi-Cola 
Bottling Co. at Bristol, Conn. In very 
good condition. Inspection invited. 


® 4-wide, 2-comp. single-end. 
New in 1939. Will handle splits to quarts. 
This machine was used by the Royal 
Crown Bottling Co. at Trenton, N. J. In 
excellent condition. Inspection invited. 


These units can be inspected at... 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City, N. Y. 
New and Rebuilt Machinery and Equipment 








First in FLAVOR! 
A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 








ALWAYS BUYING 


Soda Water Tanks —Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ounce cap. Miller Hi Life 

shape bottles. 102 ounce weight and packed 
24 to a paper fibre board carton. 

4,000 cases Plain flint 12 ounce cap. export beer 
shape bottles. 12 ounce weight packed 24 to 
@ paper fibre board carton. 

15,000 cases plain amber 7 ounce cap. steinie shape 
bottles. 10 ounce weight packed 24 to a paper 
fibre board carton. 

1,250 gr. 6/2 ounce emerald green beverage botties 
small initial on neck packed in paper crate 
service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave., Cincinnati 14, Ohio 





National Bottlers’ Gazette 
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THE LAST WORD 
ee a ee a ae 


qs recent months, we’ve commented often on 
the fact—we said fact—that much of the anti- 
soft drink propaganda spread across the country 
was inspired by the milk and dairy industry. 
There’s no doubt about it; more and more the 
evidence is coming out into the open. The milk 
people in a midwest State “advertised” their 
product by attacking soft drinks. The same 
thing, in as vitriolic, as distorted and as untrue 
as anything in our experience, happened within 
the last month in Washington, D. C. The propa- 
ganda against soft drinks comes into being under 
the mistaken belief that soft drinks are milk’s 
chief competitor. This view is as twisted as the 
“retaliatory” measures, since it is based on envy 
of a better selling job for a good product, and 
better public acceptance. We can and do envy the 
800 cup per capita of coffee, but we don’t attack 


it. We just go our own way trying to match it. 


Under other conditions, don’t know .but what 
we might admire the attempt, if not the method, 
for the dairy business, based as it is on milk and 
milk products, is in a depressed state. There’s 
a surplus of milk, and no easy way of slowing 
down production. Storage against future use is 


technically difficult and excessively costly. 


And all because people are people, even milk 
producers. The AP reported on May 4: “A 
pointed suggestion was made at a meeting of the 
State Milk Commission here (Asheville, N. C.) 
yesterday. Milk producers ought to drink more 
milk. At a recent milk producers’ picnic, one 
dairyman pointed out he couldn’t find a bottle of 


milk anywhere. 


sé 


“Everybody,” he observed rather sadly, “‘was 


drinking soda pop.” 








let’s talk Citric! 


orders...small, medium, large 


@ It may be your requirements for citric 
run into carload quantities. Or, if you use 
citric only occasionally, they may be small. 
Whatever your needs are, there’s a type 
and a container size ready to be dispatched 
post-haste to your plant. 

Pfizer Citric Acid U.S.P. Anhydrous... 
“with the water squeezed out’”’...comes in 
these mesh sizes: granular, fine granular, 


dispatched promptly! 


powder. Packed in 25, 50, 100, 225, 250 lb. 
drums, and 100 lb. bags (5 bag min.). 

Pfizer Citric Acid U.S.P. Hydrous is 
available in these mesh sizes: granular, fine 
granular, fine granular xx (for confec- 
tionery use), powder. Packaged in 25, 50, 
100, 200 and 220 Ib. drums. 

If your demands are small, medium or 
large... order Citric from Pfizer today! 


CHAS. PFIZER & CO., INC. 


630 Flushing Ave., Brooklyn 6, N. Y. 
Branch Offices: Chicago, IIl.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 


Pfizer 


Other Pfizer Products for the Bottling Industry: Sodium Benzoate, Tartaric Acid, Caffeine, Vitamins 




















- «BUT YOU’LL EVENTUALLY FIND THE BEST TRAIL LEADS TO.- - 


JACKSON, MICHIGAN 


re CREAM SODA 


The next time you set out to locate a Cream Soda Flavor that makes an 
outstanding beverage . . . look to us. Over the past 70 years many have 
found perfection in flavors from... 


foole «Jenks 


JACKSON, MICHIGAN 











